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Style Number 1717 


Black Seal Grain, Black Calf 
Saddle, Genuine Welt, Ribbed 
Crepe Sole. 


Same in Brown Seal Grain, 
No. 1817, 


B, 7 to 11 C, 7 to 1l 
D, 5% to 1l 


HABANA-WELT RUFFIANS 


By CURTIS 


NEW and DIFFERENT 


4A Style Leader for Early Fall 


at the astonishingly low price of 


$2.65 








Less 2%—30 Days, Net and Due Thereafter 


Habafia-Welt Ruffians have the same basic construction as before, and are again REAL 
SHOES. The Fall versions present an entirely new effect, in keeping with the vogue for 
sturdy, rugged, vigorous material combinations. 

The black and brown seal grain leathers and the grey and brown ruffide are harmoni- 
ously matched with pebbled crepe welting. The soles are ribbed crepe, a perfect non- 
skid bottom. 

Habaiia-Welt Ruffians will appeal to every man because they are smart, practical and 
good-looking. They may be worn for any purpose from September to December—on the 
street, in the car, on hikes. As spectators’ shoes at the big games, yet suitable for the 
office or everyday vocation. Although rugged, they are light in weight, buoyant and 
comfortable. Priced for volume sales at a good profit to you. 


Write at once for descriptive folder in colors, or let us send you samples. 


CURTIS SHOE CO., Inc., MARLBORO, MASS. 


Style Number 1818 
Brown Ruffide, Brown Calf 
Saddle, Genuine Welt, Ribbed 
Crepe Sole. 

Same in Grey Ruffide, Black 
Calf Saddle, Ne. 1718. 


B, 7 to 11 C, 6 te 11 
D, 35% te 11. 
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Ye G. ONG, president of the 
United States Leather Com- 
pany, tells the holders of Voting 
Trust certificates that the serious 
conditions in’ the United States, 
necessitating the purchase and 
slaughter by the Government of 
millions of cattle, has had a very 
demoralizing effect upon the Hide 
and Leather Markets. Not only has 














this affected the current quarter’s 
earnings, but has necessitated a re- 
serve of $1,100,000 to bring the 
inventory to market as of July 31. 

The Government has now made 
arrangements so that on and after 


Sept. 5, all hides and skins from 


S. Government live stock will be used 

for relief purposes and will not 
; come into commercial channels. 
- This has effectively stopped the de- 
bed cline in the markets, which is en- 
- couraging. 

* 

“ ee has only 105 
-_ working hours,” says James 


M. Golby, executive secretary of 
the Fashion Originators’ Guild of 
America. 

“Of September’s 30 days, there 
are five Saturdays and five Sun- 
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days. Labor Day falls on Sept. 3; 
the two days of the Jewish New 
Year occur gn Sept. 10 and 11; the 
Day of Atonement is on Sept. 9, 
and the first day of the Feast of 
the Tabernacles is on Sept. 24. 

“While it is true that a large 
percentage of the workers in the 
dress (also fine shoemakers) in- 
dustry are Italians, the fact is that 
the cutters and the pattern makers, 
the key workers in the shops, are 
virtually all Jewish and their sus- 
pension of work causes a cessation 
of all factory activity.” 


* * 


/IF\ISCOUNTING all bills,” says 

Clifford Kozlin, part owner 
of the Charlop & Kozlin shoe de- 
partment in a Westerly, R. I. de- 
partment store,” is a source of reve- 


* 
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nue that many shoe retailers fail to 
appreciate. It has been one of the 
policies that has given our depart- 
ment a much larger profit than it 
could have earned had we not dis- 
counted bills. 

“Our discounts have paid the 
salary of a girl and have balanced 
some of our expenses besides. At 
the present time many jobbers and 
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manufacturers are offering larger 
discounts than usual and it means 
a great deal to the retailer to take 
those profits. And besides it helps 
the entire distribution chain.” 


* * * 


nied registration of shoe 
numbers (as advocated by the 
Recorder) received added impetus 
this week with the clever detective 
work of Detroit police in locating 

























a bandit who broke into the Detroit 
Aluminum and Brass Corporation. 
Methods resembling those that 
found Cinderella were used. 

Police found a pair of shoes in 
the office, taken off by the thief 
apparently to be quiet in the shop. 
A few hours later, Clements 
Kalasinski was found sleeping on a 
vacant lot without shoes. Detec- 
tives took him in and fitted the 
shoes perfectly. He was held ac- 
cordingly on the charge. 


* * * 












IXTY years a shoe store has 
served on the same spot in 
Columbus, Ohio. The Fellers & 
Groce Shoe Company conducts a 
shoe store in the I.0.0.F. Building 
on East Main Street in the same 












store room which has housed a 
shoe store continually for more 
than 60 years. The first store in 
the room was started by George 
Van Houten who later sold the 
business to George W. Inskeep, 
who in turn sold it to John S. Ritt, 
who operated the store until 1919 
when it was sold to Fellers & Groce. 
Mr. Fellers, who was associated 
with the shoe store in the same 
room for more than 40 years is be- 
lieved to be the oldest shoe man 
working in the same room in Cen- 
tral Ohio. 
* * * 

TYLE piracy control is to come 

before a public hearing on the 
Dress Manufacturing Code to be 
conducted Thursday, Sept. 6, by 
the National Recovery Administra- 
tion. Deputy Administrator Dean 
B. Edwards announced proposed 
modifications of the dress code to 
prohibit style piracy. The hearing 
which may ultimately have a bear- 
ing on shoes, will be held in the 
Mayflower Hotel, Washington. The 
style piracy proposal would pro- 
vide for registration of original 
styles and designs with the Code 
Authority, such registration to give 
protection against copying for a 
period of six months. 


* * * 


ERCY ADAMSON, President of 
the Adamson Brothers Company 
of New York, who revolutionized 
the elastic fabric industry in the 
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few shorts years of the depression, 
for he first produced Lastex on a 
commercial scale in the fall of 
1931. He gives these as the major 
principles that jumped his business 
from zero to $10,000,000 in less 
than three years. 

First: Keep your commodity 
in strong hands. Lastex yarn is 
not sold in an open market, but to 
a selected list of approved manu- 
facturers who have reputation, 
financial responsibility and aggres- 
sive, farsighted merchandising 
methods. 

Second: Advertise and. pro- 
mote your product for what it 
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THANK YOU, 
MADAME 








—A very charming young English lady 
recently made her initial trip to our 
shores. : 

—Asked her impressions of Americans, 
she said: 

"| have heard of the heavy losses 
sustained by American business and by 
individuals. When | got here | found 
that there was very little exaggeration 
in these reports. | expected to find a 
depressed people. Imagine my surprise 
to discover quite the contrary. 

"The energy, the courage, the spirit 
of the average American is inspiring to 
say the least. In my opinion America 
will build back stronger than ever. You 
cannot down a youthful spirit. And 
America is still a young and virile 
country.” 

—Thank you, Madame, for this fine opinion, 
which we do certainly appreciate. 

—We want you to come over and visit 
us again. 


President. 





does and not what it is. From 
the beginning we have concentrated 
our advertising and promotional 
activities on the distributor and con- 
sumer of the finished merchandise. 
It is our conviction that these two 
all-important factors in the success 
of any product care very little 
about what is used in making the 
merchandise; they are really in- 
terested only in the value of the 
finished product from the point of 
view of utility, style or beauty. 


* * * 


NPE cents is one quotation 
mentioned as the pegged price 
on drought hides. It’s about two 
cents above recent sales of light 
native cow hides, and this recent 
price of seven cents is about half 
the price of a year ago. 

Estimates on drought hides vary. 
They’re subject to continuation of 
the drought, also to decisions as 
they are made for the marketing of 
them. It’s a common wish, at least 
amongst tanners, that a large part 
of the drought hides be put in stor- 
age until they are needed. 


Finished stocks of leather on 
hand are figured at a 10 weeks’ 
supply for an average. There’s 


* enough sole leather for more than 


10 weeks, this being a staple which 
can be and is made ahead, subject 
to market conditions. 

Supplies of some kinds of upper 
leather are figured at as low as one 
month’s supply. This low estimate 
is on the novelty style leathers, pro- 
duction of which is held down 
close to requirement because of the 
liability of a quick style change. 

One survey shows that federally 
inspected slaughter for this year 
will normally total 11,500,000 
head, which is 2,854,000 more than 
a year ago. To this is added the 
estimate of the possibility of 3,000,- 
000 head of drought cattle, which 
will bring the total hide supply up 
to 14,500,000 for the year. 

The increase in domestic hide 
production automatically checks 
imports of hides. Net imports for 
the year are estimated at 800,000. 

There is an abnormal supply 
of hides in sight for the imme- 
diate future, and a scarcity in 
sight for the more distant future. 
One problem is to save from the 
time of plenty for the time of 
scarcity. That’s the basic reason 
for the plan to put hides into 
storage. 

* * * 
RVING E. GROSSMANN, gen- 
eral sales manager of I. Miller 
& Sons, Inc., Long Island City, 
N. Y., believes that the great coup 
or “break” in the quality shoe field 
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is right here and now says: “The 
fight for success in business is no 
different than the struggle for vic- 
tory on the field of battle. A fight 
it is, calling for a man’s wit and 
ingenuity, courage and timing. Pa- 
tiently, season after season, year 
after year, we carry on, simply 
holding our own—waiting for “a 
break”; a chance to deal a master 
stroke; a Grand Coup which will 
fire public interest and win for us 
a host of new followers and the 
cream of the city’s business. Cus- 
tomers! Prestige! Profits! The 





BOOT AND SHOE RECORDER, 


chance for a Grand Coup in the 
quality shoe field is right here and 
now. Right now your competitors, 
your combatants in the fight for 
business are a little bewildered. 
They witness or read about a long- 
shoremen’s strike on the Pacific 
Coast or a drought in the mid- 
West. They do not realize that not 
a single decade passes in a land 
of a hundred million people with- 
out its dozen misfortunes—acts of 
God or man—floods and industrial 
strife in the face of which life and 
the business of life goes on. Like 
beaten men they look upon the 
happenings of the day as omens of 
new disaster. It’s an opportunity 
that comes once in the proverbial 
life-time. When the Fall season 
opens your competitors will find 
themselves comparatively empty 
handed. This season, if ever there 
was one, is the time for you to 
capture the quality shoe business 
in your city. 


* * 


HOE FASHION GUILD OF 


AMERICA, Inc., report 14 cases 


of infringements of Guild regis- 


tered designs. The worst offenders 
to date are the Chains with six of- 
fenses. Department stores come 
next with four, then one manufac- 
turer, one jobber, one pattern house 
and one individual retailer. In 
every case the offenders pledged 
not to copy in the future and with- 
drew the style from the line or made 
satisfactory adjustment. The re- 
tailer alone refused to acknowledge 
the infringement and action is now 
pending in the United States Dis- 
trict Court. The Guild, therefore, 
points with pride to the moral vic- 
tory in behalf of property value in 
design. 
* *% % 

ESPITE the drought the total 

cash income of American 
Farmers for the year beginning 
June 1 promises to be substantially 
larger than during the preceding 
12 months. The American Institute 
for Farm Distribution argues that 
aggregate advances in the value of 
all foods should more than balance 
the loss from reduced production. 
Moreover, many farmers who have 
no crops to sell will nevertheless 
be paid for part of what they 
might have raised. 
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Their curtailment contracts with 
the AAA were made on the basis 
of past averages of production 
rather than of current yields, and 
they will receive from the Govern- 
ment the amounts originally due 
them, even though their entire crops 
may be burned up. The greater 
part of the area affected is thinly 
populated land. The present sur- 
vey notes this point. It estimates 
that the population of the two 
drought areas—one in the North- 
west and the other in the Central 
South—is 5,300,000. This is about 
17 per cent of our entire farm pop- 
ulation. Much the greatest portion 
of our national farm income is 
produced in more thickly populated 
areas. We telegraphed a few mer- 
chants in the West who kindly 
served in an advisory capacity to 
give us their best opinions. Here 
they are: T. Frank Jaques, Field 
Shoe Company, Des Moines, Iowa: 
“Central and Southern Iowa can- 
not possibly have its normal 
volume but “due to Government 
money that is due on Corn-Hog 
contracts all over the state and 
fairly good drop in upper half we 
believe we can almost equal Fall 
of 1933. No doubt cheaper mer- 
chandise will be required in South- 
ern districts. Your Government 
reports will give you more infor- 
mation than anything else and there 
is not much the merchants can do 
to overcome the handicap.” 

R. E. Sager, Sager & Juley, 
Greenbay, Wis.: — “East portion 
Wisconsin Okay. West portion 
North to South terrible. Buying 


Shoeman's wife:—"George loves christenings. 


from hand to mouth on their pres- 
ent low stocks.” E. B. Stern, Tulsa, 
Okla.:—‘“‘Decided improvement oil 
industry should offset damage by 
drought. Expecting good Fall 
business Tulsa.” 

C. M. Stendal, Minneapolis, 
Minn. :—“Excellent crops in Red 
River Valley will help to offset 
drought losses in other sections of 
this district. Political and strike 
situation here are our chief draw- 
back at present time. With these 
situations improved we expect our 
Fall business to at least equal that 
of last year.” 

The Payne Shoe Co., Topeka, 
Kan.:—‘“Believe Kansas Merchants 
rather optimistic about Fall busi- 
ness. May mean cheaper shoes in 
rural districts. We shall endeavor 
to keep our quality stock and chin 


” 


up. 


* * * 


EORGE C. THOMAS, assistant 
vice-president of the United 
Shoe Machinery Corp., Beverly, 
Mass., was honorary referee of the 
marathon run, which was a recent 
feature of the recent U.S.M. Sam 
Sam, and he did not notice a single 
fallen arch at the end of the long 
race. He presented the Thomas 
cup to the winner, this cup being 
for the encouragement of foot work 
of the fast sort. Mr. Thomas also 
endorses the “Walk More Cam- 
paign.” 
Mr. Thomas was recently ap- 
pointed to the Code Authority for 
the last trade, as a representative 


of the United Last Co. 


S@RAHA 
HUNTERS 


He says they help him visualize 


future sales.” 

















Cenrvris ago, one of the ancient prophets uttered this 
admonition: “Bring up a child in the way he should go, 
and when he is old he will not depart from it.” 

Nowadays, in the shoe business modern profits point 
to the same adage. So I think I am safe in saying that 
correct fitting is the foundation of a successful chil- 
dren’s department. 

You may be stocked plentifully with the best types 
and grades of shoes, have excellent equipment, smart 
styles and attractive prices, but without careful, efficient 
fitting they are all but sounding brass and tinkling 
cymbals. 

There is one factor in children’s shoe merchandising 
not found in men’s or women’s. Sentiment. A fond 
mother’s solicitude for the health and welfare of her 
child. Indeed, many mothers will without hesitation 
pay more for their children’s shoes than for their own. 

What are you planning to do for your children’s de- 
partment this Fall and Winter? 

If you are fortunate enough to be established already 
as Children’s Headquarters in your town, then your 
name is synonymous with all that is required, and this 
message is not for you. 

But if, perchance, you are still the underdog, still 
striving valiantly to elbow your way toward recognition, 
to wrest a share of juvenile business from an older, 


CHILDREN'S FOOT-HEALTH BUREAU 
PHILADELPHIA, PA. 





|. What feature do you consider most important in the selec- 
tion of shoes for your child? 


Style? Fitting? Price? 


2. What do you consider a fair price for your children's shoes? 


The purpose of this Bureau is to promote the proper develop- 
ment of children's feet, and the wearing of correct shoes. 

No names are taken or used in any way. This survey is merely 
for the purpose of securing the viewpoint of parents. 


PLANNING 
A PROFITABLE 
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Here are the foundation stones: 
A Good Line 
Fair Prices 
Correct Fitting 
An Attractive Department 
Attractive Windows 
Interesting Ads. 


larger, or perhaps a bit cannier rival, then pause for a 
moment to consider a few of the things found to be good 
material on which to build. 

Of course, the department set-up must be right and 
the shoes must be right, else your whole house is built 
on sand. So at the very outset, let us assume certain 
facts: 

You have a very good line of children’s shoes, whether 
they be your own or a national brand. Your sizes are 
ample. Your prices are right. 

You have a staff of salespeople who understand the 









anatomy of the foot, the structure of a shoe, the needs 
of growing feet, the little corrections and how to handle 
them. Last but not least, salespeople of pleasant dis- 
position, sympathetic with both parents and children. 

You probably have an X-Ray machine, and your staff 
has been educated to use it intelligently. 

Your little customers’ eyes need not dwell on cold, 
blank forbidding walls, or monotonous shelves of shoe 
boxes, because colorful replicas of the big bad wolf, the 
little red hen and other characters dear to little hearts 
enliven the drab spots. Nor have you failed to provide 
the eagerly looked for novelties. 

So you are all set, and need only customers. Where 
are they coming from? How will you bring them in? 

Well, there are hundreds, perhaps thousands of chil- 
dren in your town. They all wear shoes. They all buy 
shoes. Maybe you get very little of that business. You 
have asked yourself many times why parents do not 
think of your store when buying juvenile shoes. 
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CHILDREN'S BUSINESS 
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School starts soon. 
entire window in a fresh Fall manner. 
silhouette. 

back-drop. 


The best bet is that you haven’t sufficiently empha- 
sized your children’s departments. You haven’t adver- 
tised it enough. You have failed to give it strong, con- 
sistent window displays. You are not thought of as a 
children’s store because the preponderance of your pub- 
licity has dealt with grown-up footwear. 


Check that deduction with the most successful chil- 
dren’s store in your town, and see if it is not correct. 

As you embark on a new season, the thing to do then 
is map out a sound policy and stick to it. Begin by 
taking a few popular items and pricing them attrac- 
tively. Feature them in your windows. Do some unique 
newspaper advertising on them. 

Incidentally, if you want to get an idea of what the 
folks of your town are thinking about children’s shoes 
and about your store, make a survey. Here is a copy of 
one which may bring you some interesting and useful 
information. Several intelligent girls going from door 
to door can gather this data in a short time. 


Post a striking display featuring School Shoes. 
Here is an interesting background in 
Using this as a Sketch your Display man can devise a suitable 





A 
l fi) 


Trim the 


Make your newspaper advertising do more than 
merely say, ““Here’s a shoe and here’s the price.” Tell 
the town that you not only have the right kind of chil- 
dren’s shoes, but you know how to fit them. Tell them 
that your shoes cost less in the long run, because they 
outwear cheaper kinds. Puff up with pardonable pride 
when you boast about your splendid juvenile depart- 
ment. In your store, fitting is an art, and the selling of 
shoes is merely a step in the greater service of training 
That is the stuff reputations are made of. 
Post a striking display in your 
” Trim 


crowing feet. 

School starts soon. 
window, “Off to School in (your name) Shoes. 
the entire window in a fresh Fall atmosphere. 

Feature the unusual whenever possible. Plan a dif- 
ferent trim each week. Take sharkskin tipped shoes and 
get a model of a shark. Again, make a miniature zoo, 
with cut-out animals which represent the source of 
leathers used in the shoes. Dramatize your children’s 
windows more. Seize upon current rages like the Three 
Little Pigs for novel ideas. There’s something new all 
the time. 

An Indian window can be built around moccasin type 
shoes. Boy and Girl Scout windows are always effec- 
tive. Your windows will soon become talked about, and 
your store well on the way toward establishment as 

[TURN TO PAGE 44, PLEASE] 





A Hockaday Student Tells About Active Sports 
Clothes and Footwear 


GENUINE seal is on the program of Neiman-Marcus 
Co., Dallas, Tex.., for special college promotion, ac- 


cording to Burt Eastman, buyer. This decision was 
reached as the result of a conference of the Neiman- 
Marcus “College Board,” a unique organization which 
has proved of incalculable value in building a sub- 
stantial and highly profitable college business for this 
store. 

“Our August advertising will stress seal as smart 
for wear with campus togs and especially tweeds,” said 
Mr. Eastman. “We also make a college promotion of 
Bucko, combined with alligator in monk oxfords and 
ghillies.” 

Mr. Eastman has found that participating in the dis- 
tinctive college promotion program carried on by the 
entire Neiman-Marcus store has reflected an exceptional 
increase in his college business—both through its direct 
influence in the period before college opens and its 
indirect effect on student purchases by order from their 
respective campuses and during their vacations at home. 

The highly concentrated and planned college promo- 
tion procedure at this exclusive store centralizes on the 
“College Board,” of prominent, representative Dallas 
girls from representative schools the country over. 
These girls are put on the store payroll during the pro- 
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How 
A TEXAS STORE 


And how the Shoe Department Ties in 

With the Promotion, With a Marked 

Increase in Sales of College Girls’ 
Footwear for Early Fall 


By ANN BRADSHAW 


motion and keep business hours from 9 a. m. to 5.30 
p. m. They telephone and contact college girls, and 
arrange with rush captains and sorority presidents to 
reserve tables at the hotel luncheon fashion show, 
through Neiman-Marcus Co., so that the store can give 
the society story to the newspapers. 

Also, these members of the College Board ask at- 
tendance at the style shows held within the store con- 
fines and at the college dance—a hotel roof affair— 
which climaxes the entire promotion with a fashion 
showing that arrests the attention of the whole college 


A Randolph-Macon Sophomore Tells Why a 
Suits Is Important 
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PROMOTES 
COLLEGE STYLES 


To arouse interest in collegiate apparel and shoes, Neiman- 
Marcus Co., of Dallas, makes photos of prominent local col- 
lege girls, correctly dressed for various occasions. These 
photos are used in newspaper publicity and advertising. 


a 


wi 


A Co-ed at Texas U. Tells About an Evening 
Wardrobe 


set. At each of these showings, Mr. Eastman supplys 
the mannequins with the exactly appropriate shoes for 
each ensemble, for he finds that the cost involved in 
these cases is minor in comparison with the splendid 
increase in prestige and sales. 

During the promotion, photographs of 12 or 15 
leading popular college girls, who are going back to 
school, are made in Neiman-Marcus clothes, including 
shoes, and given to the Sunday papers for publicity 
matter. Photostatic enlargements of such photographs 
are made for the shoe shop walls and display windows, 
and samples of these photographed shoes are placed in 
the College Accessory Shop on the store’s third floor 
adjoining the dress shops. 





Calls Sweaters and Skirts 


Daily Uniform" 


A Smith Girl 


Radio programs further intensify the drive for col- 
legiate approval, and at least one program is devoted 
to shoes—the number of shoes that will be needed on 
various campuses and the costumes they can best ac- 
company. 

Information on what shoes or what shoe types are 
favored on individual campuses is furnished by the 
College Board at its advisory fashion meetings with 
buyers. Valuable information inevitably comes to 
light at these meetings, Mr. Eastman has found. An 
example of the worthy sales information evolved is 
the following, as recorded by a secretary at a meeting 


of the College Board: 


“Bedroom Shoes: Leather D’Orsay slippers pre- 
ferred for everyday wear. Would pay around $4. 
Liked box-heel (low and broad). Must be comfortable. 
Wellesley girls wanted soft soles. Dressier pair of 
mules needed for week-end trips and to go with 
dressier pyjama outfit. Liked back-strap best. Would 
pay $5 for these. Wanted the shoe to match in color 
their one ‘swell-elegant’ outfit, or to match their best 
robe.” 


“The College Board has expressed enthusiasm for 
the sandal this Autumn for dance wear,” said Mr. East- 


man, “and our promotion will feature flat and low 
heel open-toe sandals in satin piped with silver.” 





SEPTEMBER 


1 Start the month with a big day! Liven up your win- 

dow displays of new Fall footwear with cards suggest- 
ing that new footwear is in order for the Monday holiday. 
Have a good window special or two. Arrange a special 
table of your popular seller in hosiery. 


Lasor Day. A holiday and the last one for quite a 
while. Better get out and enjoy it, before you start in 
on the vigorous drive for Fall business. 


CHANGE all windows today, and put in the smartest 

Fall style windows you can. Don’t get your displays 
too crowded, and be sure that the price is plainly marked 
on every pair you display so that passersby will KNOW 
you have good values without having to ask! 
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5 Ir you’ve been a little lax about making a weekly 

stock check during the summer months start today to 
do it regularly. Check for two reasons. 1. To be sure you 
have the wanted styles and sizes. 2. To be sure you have 
no “stickers” drowsing on your shelves. 


6 How about sending out a letter or mailing card on 

School Shoes. Even if school has opened this will be 
timely, for many people do not awake to the youngsters’ 
clothing needs until after they have been in school a few 
days. Mention school hose in the mailing. 


7 THERE should be a big, impressive ad in tonight’s 

paper to bring in Saturday business. Feature women’s 
Fall styles importantly, but don’t forget to give some men- 
tion to men’s shoes and to School shoes. Women’s hosiery 
should always be included in the Friday ad too. 


8 Have you plenty of help to take care of Saturday busi- 

ness? Perhaps you need an extra Saturday salesman. 
And do all your selling people know your stock thor- 
oughly, and know the important fashion features of the 
new footwear and the talking points that will clinch sales? 


10 MAKE another complete change of windows today, 
bringing to the foreground styles that were not fea- 
tured in last week’s displays. Are you using “talking” 
display cards in your windows to emphasize fashion fea- 
tures and suggest selling arguments to shoppers? 


1 EveEN if you have sent out a previous announcement 

on women’s Fall footwear a mailing of some sort this 
week will stimulate sales. You must have many new styles 
to talk about, or you can put all your emphasis on one par- 
ticular price that is proving to be a leader. 


12 It’s time for that weekly check of stocks again. 

Watch for “outs” in sizes and colors, particularly in 
hosiery. It’s time to take down the electric fans and put 
them away for the winter. And how about the heating 
plant? Is it in shape for the first cold days? 


13 ARE you making full use of display opportunities in- 

side the store? Your wall ledges, your cases, your 
counters and tables are all important. Make use of them! 
And don’t put up displays and leave them for a month! 
Change them often. Keep your store interesting! 


1 4 ToNIGHT’s the night for another big ad. One store 

gets extra attention for its weekly ads, by mailing 
postal cards to its customer list to reach homes Saturday 
morning, pointing out the feature of the ad. This is done 
only during the big selling seasons of the year, of course. 


1 = This is a five Saturday month and there should be 
’ something special in your windows every Saturday 
to bring customers in and cash in on those big shopping 
days. What have you planned for today? How about a 
good hosiery special—one on which you can make a profit? 
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17 REARRANGE your window displays again today so 
they will look NEW to this week’s shoppers. How 
about giving men’s Fall shoes a special window showing, 
with cards urging that heavier shoes are needed for cooler 
days? Be sure there’s some display of school shoes also. 


1 8 Ir you have a good men’s wear window follow it up 
with a snappy letter to the men on your list, telling 
them about the new styles you’re showing, and inviting 
them to come and see them. Tell them what price is prov- 
ing popular and why. And don’t write a long letter! 


1 TIME to make another check of stock! And check- 

ing stock means checking it thoroughly—on the top 
shelves in the stock room as well as out on the selling 
floor! Don’t permit your capital—and your profits—to 
remain tied up in footwear that won’t sell. Clear it out! 


20 How does your store compare with other shoe stores 
in your town? Have you been around to see what 
the other fellow is doing? Do your windows honestly look 
as inviting as his. Is your interior as inviting? It is good 
business to make a cold-blooded comparison occasionally 
and see where you stand. 


21 ‘THE first day of Fall, and this ought to make a good 
theme for your ad in today’s nvaper. “Fall Is Here— 
Are You Ready With New Fall Footwear?” or some such 
heading. Do you have a Fall demand for hunters’ shoes. 
If so you had better be prepared. Hunting season is just 
ahead. 


22 Wuy not put out a table of comfort footwear today 
with a card suggesting the need of new slippers for 
fireside evenings? You’re bound to pick up some extra 
sales. Give every customer who buys today an extra pair 
of laces. It’s a good way to build good-will. 


24 One more week of September. In the new window 
displays today emphasize the styles you are most 
desirous of moving this week. The season is far enough 
alone now that you should know which styles are not mov- 
ing, and you should put selling pressure on them NOW! 


25 SELEcT your best selling price, and send out a letter 
or folder this week, playing it up in a big way. By 
this time you know what price customers prefer for Fall, 
1934, so why not put all your selling effort on that price 
where you know you will get results? 


26 WueEN checking stocks today make a list of every 
number that seems to be slow in moving. Use this 
list when you’re looking for Saturday specials. Give a 
copy of it to every salesman and see that everyone makes a 
special effort to clean up all such numbers. 












































27 Next Monday begins a new month. Better review 
your plans for October today and see what you are 
going to need to do to keep business moving. What did 
you do last year in October that was successful? And 
what did your competition do? Make your plans now! 


28 Ir your stock check turned up many slow sellers you 
might feature these numbers as “Month-End Spe- 
cials” in your Saturday ad, thus achieving the two-fold 
purpose of closing out stock you want to clear, and at the 
same time bring customers in who may buy other footwear. 


29 Ir you’re having “Month-End Specials” today get 
them into your windows with some cards that will 
stop passing shoppers. In fact you should re-vamp your 
windows quite thoroughly for Saturday’s selling so that 
they will look NEW to those who saw them earlier in the 
week. 





Waar does the average woman expect when she 
buys women’s hosiery? To what extent does the 
merchandise, offered in the average store, measure up 
to her expectations? What are the chief faults she 
finds in the stockings she buys, and what is being done, 
or can be done, to eliminate these causes of dissatis- 
faction? 

Important questions, these, for every retail shoe man 
selling hosiery. There hasn’t been enough attention 
paid, in many stores, to what customers really want 
and expect in the merchandise they buy, and that, no 
doubt, is one of the reasons why so many merchants 
are complaining nowadays that customers drift around 
aimlessly, from one store to another, instead of staying 
put. 

Fortunately, we have some new light on this sub- 
ject, as it pertains to women’s hosiery. At a recent 
meeting of the Hosiery Division of the Fashion Group, 
an organization of women interested in various phases 
of fashion merchandising, Mrs. Christine Frederick, 
author of “Selling Mrs. Consumer” and a recognized 
authority on marketing, presented the case from the 
consumer’s angle. 

“]. I have interviewed some hundreds of girls and 
young women on the whole hosiery question—and 
their first, last and eternal wail is: ‘hosiery should be 


cheaper.’ It takes too much of our clothing budget— 
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What WOMEN WANT in 


"Hosiery takes much 
too large a propor- 
tion of the average 
woman's budget,” 
says Mrs. Christine 
Frederick, author of 
"Selling Mrs. Con- 
sumer." 


we can’t afford other things we want and should have 
because we spend so many dollars on hosiery.” 

I may return to this annoying matter of price later 
but wish now to take up my second point: 

“2. There are too many Shades and too frequent 
Changes of Names of Hosiery Shades. 1 don’t know 
what the exact angle may be from the trade, but from 
the angle of the consumer, there is something entirely 
wrong, and wasteful, about the names of hosiery and 
their too frequent changing. I have never met the 
man who stays up nights thinking out the names for 
Pullman sleeping cars, but I feel sure that he is half- 
brother to the man (it could not be a woman) who 
burns the midnight oil thinking up names of hosiery 
shades. 

“Forced by the exigencies of their posts to appear 
well dressed and a la mode, business girls spend, so 
they tell me, as high as 20 per cent of their wages on 
the single item of hosiery alone. Office furniture, desk 
drawers, and even the poor typewriter has come in for 
its share of complaint of causing runs and tears, and 
‘spoiling stockings.’ 

“My argument is—that there are practically no or 
few new shades, or new radically different shades 
year after year—why burden the poor consumer with 
tete de negre, oatmeal, Josephine, Baker, Queen Mary, 

[TURN TO PAGE 42, PLEASE] 
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HOSIERY 


And What Some Makers Are Doing 
to Improve Quality and Service 


Answering Mrs. Frederick, Miss Vera White 
of Brown Durrel, Had This to Say 


“FIRST, I shall attempt to defend the so-called ‘high 
prices’ of branded hosiery. If Mrs. Irate Consumer 
were to delve behind the scenes of the great drama 
of hosiery, she would appreciate more, perhaps, the 
value of quality as compared with price. Quality can 
no longer be bought for a song! The worker, no mat- 
ter how unskilled in his craft, must be paid a living 
wage! 

“The cost of marketing hosiery and promoting it 
under a name made reputable through years of ser- 
vice and constant advertising, cannot be overlooked. 
In addition, a complete textile laboratory must be 
maintained in order that the quality of hosiery, as ad- 
vertised, is adhered to. If Mrs. Irate Consumer could 
but visit a hosiery mill and see for herself the amount 
of labor involved in the manufacture of silk hosiery 
—the care with which quality branded merchandise is 
inspected, she would be more wary of the lower priced 
hosiery. Cheap hosiery must of necessity mean cheap 
silk and cheaper workmanship! 


"If women pay a high percentage of their 

income for stockings," says Mrs. Elizabeth 

Sanders, of Bateson & Dowd, "it is because 

the sheer beauty they crave is necessary 
to them.” 


Photographs courtesy of Lux. 


1934 


“Let me explain to Mrs. Irate Consumer the value 
of color changes and the names affixed thereto. I 
wonder if Mrs. Irate Consumer has stopped to realize 
how drab her legs would look if she were compelled 
to wear the same color year in and year out? Has 
Mrs. Irate Consumer taken into consideration the fact 
that more and more women have become style con- 
scious today through the medium of newspapers, maga~ 
zines, radio and moving pictures? 

“Mrs. Irate Consumer doesn’t realize, perhaps, that 
color names on hosiery represent weeks and months of 
tireless energy on the part of the poor female who is 
obsessed with the idea of making fat legs look slim 
-—crooked legs straight and ugly legs beautiful. Only 
softly blended colors will do this and I defy anyone 
to disagree with me. Color names mean added pro- 
motion for the store—a source of advertising, since 
most stylists are clever enough to use names that have 
some promotional value or tie-up with the particular 
fashion mode. of the day. And since style lifts any- 
one from a humdrum existence into a glamorous one 
—-why not style in hosiery? 

[TURN TO PAGE 42, PLEASE 





BOOT AND SHOE RECORDER, September |, 1934 


MEN'S SOCKS TO BE GAY 


Big Fancy Season Forecast on the Basis 


of Trend Toward Bolder Patterns in Clothing 


MEN will wear many fancy socks this coming Fall 
and Winter. Even the men who, for the most part, are 
accustomed to stick to the conservative styles. 

As a result, the hosiery departments of shoe stores 
should be active, provided the buyer has had the fore- 
sight to supply a reasonable amount of the brand new 
merchandise which is now in the lines of the hosiery 
manufacturers and jobbers. 

Perfectly good logical fashion reasons may be cited 
why so many more fancy lisle and woolen hose will be 
sold during the next four to six months. 

This decided trend toward jacquards,.. Argyles, 
hound’s tooth patterns, embroidered. clocks and other 
similar patterns and weaves, can easily be traced to the 
swing this year toward the use of decided patterns in 
men’s wear. 

Men will wear more distinct patterns in their cloth- 
ing. A recent check of the woolen sales for Winter 
shows that 65 per cent of materials may be listed as 
“fancies.” That means a profusion of Grecian key 
motives, herringbones, plaids and checks. Very rough 


woolens, which almost amount to a pile, tend to make 
the whole men’s clothing picture a sporty one. 

Fashion authorities agree that this will be a woolen 
Winter. In addition to the woolen clothing trend, 
there are novelty woolen neckties, woolen scarfs and 
reefers which may be readily sold on hosiery counters 
in retail shoe stores. 

Perfectly plain silk and plain lisle hose, save for 
dress wear, are practically out of the Fall style hosiery 
picture. Even plain shirtings have a diagonal weave, 
but fewer plain shirts will be worn. 

Shoe men are fully aware of the vogue for brogue 
oxfords for the coming season. They know, too, that 
shoe fashions call for heavy mannish footwear in 
keeping with a predicted “long, cold Winter.” Trans- 
lated in terms of men’s hose, this means more woolens, 
more vivid colorings in lisle socks, and more hose that 
is typical of the Winter season. 

Most shoe stores will need about ten good styleful 
lines of 50-cent sellers, of which four might be all-wool 
or woolen mixtures to six of lisle. 
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By HARRY R. TERHUNE 


An attractive array of Fall hosiery and scarfs 
is shown in the photo on opposite page. 
Sporting prints add an interesting touch to 
displays like this. Hosiery, reading from left 
to right: Hand framed Argyle; full fashioned 
English jacquard; full fashioned plaited light 


weight wool: feather weight English wool, three- 
tone hand embroidered pure silk clock; full 
fashioned jacquard, light weight wool; a seam- 
less English jacquard. 


The accessories from left to right: Scotch wool 
muffler, Paisley silk square foulard, Scotch wool 
reefer, plaid effect. 


Brogue shoes will be the ready means of bringing 
out many socks having an Angora mixture in this price 
field. A guaranteed unshrinkable 50-cent retailer. 
which is a leader in this type, is a mixture of rabbit's 
hair, wool and cotton. The rabbit’s hair is shot into 
the wool, making this number an outstanding novelty. 
Most men who buy a pair of the new brogue shoes 
should be ready prospects for a stocking of this nature. 

A lisle with Swiss embroidered clocks, (this means 
the clocks are fashioned on Swiss machines, but made 
in this country) is a good year-round conservative 
seller in all parts of the country. New clock designs 
and coloring bring this number out of the old fashioned 
class. 

Next in importance is a hound’s tooth pattern which 
has a lot of life and character. This goes very well 
with the check suits. It is smart, but not too bright. 

Another novelty is an all-over diamond pattern with 
twisted yarns, giving a two-color effect. This is to be 
had in all the different hosiery color combinations. 

These domestic Argyles in genuine jacquard weaves 
are typical Fall merchandise and go very well with 
any brogue pattern, whether it be a quarter, half or 


Imports, courtesy F. A. MacCluer, Inc. Domestic hose, courtesy Robbins and Statler. 
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Socks, scarf and necktie make 
an attractive gift combination 


full brogue. They are frankly excellent imitations of 
the genuine English Argyles and are made for the men 
who want this style, but who cannot or will not pay 
from $1.50 to $2.50 for the imports. 

There is an apparent activity in plain black silk socks 
for dress wear in both the 50-cent retail price and the 
dollar grades. This is due, of course, to the increased 
sale of full dress and semi-dress shoes. 

The type hose for men which has created a little 
excitement in the golf and sports hosiery business is 

[TURN TO PAGE 40, PLEASE] 


Left to right: Bunny Wool, a 

sensation in the popular priced 

field; Argyle, light weight lisle 

on lisle mixture; hound's tooth 

lisle: Swiss embroidered clock, 

lisle; jacquard, diamond twisted 
lisle; Argyle novelty 
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OUTLOOK 


Solution of Major Style Show Problem 


PATIENCE and perseverance are excellent virtues 
for associations to possess. Associations represent the 
thinking of many men though the action may be in the 
hands of a few. 

Ever since the making of the Codes last September, 
one of the prominent topics has been “trade shows.” It 
has taken a year of thinking the matter out to come to 
a practical solution. Prospects are now pretty bright 
over the possibilities of a jointly operated show in St. 
Louis next January to start a new and better year in 
industry. 

It’s the most logical thing in the world to have close 
harmony between manufacturers and retailers if the 
ultimate service to the public is to be truly efficient and 
economical. The National Shoe Retailers Association 
has demonstrated over a period of 18 years its capacity 
to bring an audience to its Conventions. The manufac- 
turers on their part want to cooperate collectively and 
individually. Showing of samples when merchants 
gather together leads to orders, production and good 
business. 

It would have been a very serious error of judgment, 
if, in this critical period, the two major organizations 
should have each separately conducted shows in distant 
cities on the same day and date. The duplication of ex- 
pense would have been considerable. Some men have 
estimated that the additional cost of duplicate displays 
in rival cities would have exceeded $100,000 without 
considering travel, maintenance and time-cost pyramid- 
ed on top of the cost of extra samples and display room 
expense. 

We, therefore, hope that the “arrangement” under the 
Shugg Plan will be consummated. Some 200 manufac- 
turers of shoes and other supplies have been invited 
into associated membership in the National Shoe Re- 
tailers Association so that the provisions of the Code 
may continue to remain “a law of the land.” 

Appreciations of the trade should go out to Roger A. 
Selby, president of the National Boot and Shoe Man- 
ufacturers Association and M. A. Mittelman, president 
of the National Shoe Retailers Association, for their 
joint efforts in making possible one show at one time 
with one major effort to start the year 1935. 

Both sides for months thought that they were entirely 
in the right and insisted upon their prerogatives. It is 
unnecessary to retell the battles that led up to the final 


BY 


Va a 


victory for a new spirit of cooperation in the industry. 

Relatively the shoe industry is a small and simple 
structure in the family of industries in this country. 
Seventeen very complicated industries have had their 
problems constantly before the NRA. No industry in 
America has stuck to the letter of the Code Law or has 
operated so harmoniously in its trade practice provi- 
sions. Codes have not interfered with individual prog- 
ress or competition. 

There have been no major battles between labor and 
production nor between the various code divisions of 
the trade. There have been some very natural objec- 
tions to Code clauses but these are still being fought 
out on their merits. 

The Style Show clause is still objected to vigorously 
by the New England Association and local associations 
throughout the country. Perhaps the solution of the 
major league will lead the way to solutions in what 
might be termed a minor league showing. At any rate, 
the victory for harmony is close to achievement over 
the big show problem of the year. An agreement be- 
tween the two major associations on Style Show opera- 
tion may lead to further accord between -them on a 
number of present problems. There is no logical rea- 
son why in the family of industry, there should not be 
a greater accord toward “Getting More Shoes Sold 
Right” as an aid to better public service. 

The best minds of the trade are in accord on the 
possibilities of a great forward movement in shoes and 
service in 1935. Without any of the false music of the 
dreams of optimism, the year ahead gives real promise. 
As an industry there has been no material overproduc- 
tion. The shoe industry is a hard-working, serious 
business, knowing few peaks of prosperity, and per- 
haps by the same token, few depths of despondency. If 
a cooperative era is ahead it indicates great possibilities 
for good. “Shared friendships” are a lasting benefit de- 
veloped in convention and we welcome the idea of a 
unified industry in 1935. 
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@ On all sides, indications point to the increasing foot- 
consciousness of the busy modern woman. Seven leading 
women’s magazines, with a combined circulation of over 
14,000,000, have written special feature articles to her 
on the importance of proper shoes. She is no longer satis- 
fied with fashion alone. She demands comfort as well. 

And there’s no finer combination of the two than Selby 
Slenderized Arch Preservers. A staff of expert stylists and 
designers keep them in step with fashion every minute, 
and their special construction and exclusive comfort fea- 
tures furnish the solid foundation upon which effortless 
repeat sales are built. 

During the last 15 years, more than $4,000,000 have 
been spent selling the principles of ARCH PRESERVER 
shoes to American women, with the result that they are 
known to, and worn by, more women than any other line 
of comparable grade. 

This year thousands more dollars are being spent to 
preserve that record. More than ever before we have 
worked untiringly to develop a national advertising cam- 
paign that would command attention and inspire action. 


The ARCH PRESERVER franchise is available 
in a few cities where we are not adequately rep- 
resented. A card will bring complete details 
if your city is among those available. 


ARCH PRESERVERS when retailed 41% 
at $9 to $12.50 show a mark-up of over 0 


SELBY 
ARCH PR 


THE SELBY SHOE COMPANY... Portsmouth, Ohio 





SERVERS 


@ VOGUE 
@DELINEATOR 


“@ HARPER'S BAZAAR 
-@GOOD HOUSEKEEPING 


b @McCALL’S MAGAZINE | 
" @ WOMAN'S HOME COMPANION | 


' @ LADIES: HOME JOURNAL 


carry to more than 12,000,000 
customers and potential custom- 


ers the story of SELBY, Slenderizad 


ARCH PRESERVERS for Fall... 
voé6éeuret 
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MAKE FALL WINDOWS 
SELL MORE SHOES 


|. MILLER 
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An early Fall promotion by I. Miller, with the slogan "Candleberry Cloth Lights the Way to Fall Fashion.” 
gold tinsel, big glass berries, each containing a pair of shoes, gave it the seasonal touch and tied in neatly with selling story. 


GSepremBeER is a month when every shoe merchant is 
straining his energies toward the big objective of how to 
sell more Fall shoes. Promotion is the keynote of the 
month’s merchandising. The styles are picked, the 
shoes are on the shelves, the prices have been deter- 
mined. The problem now is how to get them sold, and 
to sell them we must first get the customers into the 
store. 

Shoe stores the country over are this minute striving 
to do that very thing. Attractive advertising fills the 
newspapers and carries to thousands of readers an invi- 
tation to come, see and buy. Attractive, carefully 
planned window displays vie with one another in trying 
to show the new shoes to the best possible advantage. 
Every merchant recognizes, apparently, that ads and 
windows afford the best media of attracting customers, 
and unless your advertising and your windows are as 
attractive as the next fellow’s, then you are likely to be 
counted the loser in the race for business. 

Because of this keenness of competition, the Fall sea- 
son that is now in full swing promises to set a new high 
mark for ingenuity, artistic appeal and general attrac- 


NEW YORK 


Huge Autumn leaves of 


tiveness in shoe windows. The displays now appearing 
in many of the outstanding stores would seem to bear out 
that assumption. So if you haven’t given any particular 
thought to your windows, it’s high time to do so now. 
Advance planning is the best insurance you can have 
against results that might prove disappointing later on. 

We cannot emphasize too strongly the fact that win- 
dow space is an asset, one of the most valuable assets 
any merchant can possess. Its value, however, is mea- 
sured, not alone by the size and location of the windows, 
but by the use the merchant makes of them. And in 
these days, when so many stores are featuring window 
displays that are novel, striking and distinctive, there is 
very little place for the merely routine type of display, 
that simply show a certain number of pairs of shoes, 
without any effort to create an attractive ensemble 
through colorful backgrounds, dramatized treatment or 
artistic arrangement. 

Every good shoe window should tell a story of its own, 
a story in which customers will be interested and which 
will serve, in turn, to interest them in the shoes that are 
on display. It may bea style story, a story that suggests 
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Style that makes 








them happy 


Comfort that keeps them happy 





No matter how carefully and comfortably you fit a 
woman, she won't like your shoes very long if they 
don’t please her eye. That’s why we put Air-O-Pedic 
Shoes into the hands of expert stylists. 

Here is scientific construction that guarantees the 
comfort that women need . . . and smartness that 
pleases their vanity. Already, our dealers are prov- 
ing that comfort plus style equals profits. 

It would be a waste of your time to say any more, 
right now, about this money-making, corrective line. 
Because, after all, you can’t tell a thing about a shoe 
until you see it. We want to show you the Air-O-Pedic 
Line for women . . . retailing at $6.50, with a lib- 
eral mark-up for yourself. Nearly 100 styles in stock, 
and all sizes and widths. The Air-O-Pedic Shoe 
Company. Brockton, Mass. Write today for details. 























NINE REASONS WHY 
AIR-O-PEDICS 


WILL INCREASE YOUR PROFITS: 


2 
3 


Correct fit: Air-O-Pedic 
lasts allow the ball of 
the foot to fall in its 
natural position. 


Metatarsal arch sup- 
ported without strain. 


Air-O-Pedic Arch: Com- 
fortable, because it's 
scientifically correct. 


Steel shank: Air-O- 
Pedic’s scientifically 
designed arch is pre- 
served by a steel shank 
which will withstand a 


weight of 300 pounds. 


Extra ease for cuboid 
bone: Ample room here 
perfectly balances the 
weight between the 


ball and _ heel-tread, 
keeping the foot in a 
normal position. 


6 No stoves: no gap- 


ping: -O- Pedic 
hoes fit yon No 
chafing and no friction 
to wear out hosiery. 


Non-binding vamp and 
throat line: Gives com- 
fort and relief at an 
important point of 
pressure. 


8 Cushioned heel rest: 


Air-O-Pedic heel rest— 
a shock absorber at 
every step. 


Newest styles in all the 
wanted colors and 
materials. 











AIR-O-PEDICS 


WALK ON AIR [IN AIR-O-PEDICS 
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use of the shoes or the part they play in the activities of 
people; it may be a story of service, fitting and comfort; 
it may be a story of quality and values. It should not 
be merely a story of price, for that glorifies cheapness 
and cheapness is never a constructive selling argument. 
The dramatized type of window now so much in vogue, 
finds its merit chiefly in the fact that it gets a story over 
in a striking and effective way. 

For the opening Fall window display, a general pres- 


L. BAMBERGER 
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Plan a Series of Seasonable Promo- 
tions and Let Displays and Advertis- 
ing Work Side by Side to Attract. 
New Customers—Some "Red Letter" 
Events to Play Up in a Window 
Promotion Program 


»- NEWARK, N. J. 
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A well balanced Fall window by L. Bamberger & Co., Newark, N. J., stressing the relation of shoes to the new season's costumes 
and millinery. 


entation of the season’s Fashion picture as it relates to 
footwear will be in order. This opening splurge should 
be followed up with a series of striking promotions built 
around various Fall activities and featuring the shoes 
that are appropriate. A program something like the 
following may be used as a skeleton framework on 
which to built a display schedule adapted to the needs 
of your own community and clientele. 

For September: A College and Prep School Opening 
window, to be followed later in the month by a county 
fair window, if your store is located in or near a town 
where such an event is held: For October: A harvest 
time window, a hunting window, a football window, and 
a Hallowe’en window toward the end of the month. For 
November: An election window, an evening footwear 
window, a rubber footwear window and a Thanksgiving 
window. 

These are some of the events around which special 
promotions can be built. There will also be numerous 


opportunities to feature special types and materials in 
dramatized displays built around the selling appeal of 
the shoes themselves, as for example a suede shoe win- 
dow, a seal window, a man’s window featuring the new 
Fall grains, a corrective shoe display, a display of Fall 
fabric shoes, like the I. Miller window illustrated at the 
beginning of this article. In fact the ingenious mer- 
chant, with the aid of a clever display man, will think of 
no end of interesting ideas that will serve as themes for 
selling stories which can be effectively dramatized in 
windows. 

When a window promotion is linked up with an effec- 
tive advertisement or series of ads, the selling power of 
both is correspondingly increased. The ads attract 
attention to the windows and the windows give added 
emphasis to the ads. There is a double-barreled selling 
force in such promotions, and it is worth while to 

[TURN TO PAGE 44, PLEASE] 
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Courtesy I. Miller 
Fouffless heel 
tn 


PYRAHEEL’ 


“Are the heels scuff-proof?” That’s the question 
women always ask. They want the smartest shoes 
they can find, and heels that will not scratch 
or scuff. Now you can give them scuffless heels. 
“Pyraheel,” Du Pont’s scuff-proof material for 
women’s shoe heels is available on most lines of 
shoes today. Simulated in the latest textures— 
mat kid, calf, pig, ripple finishes, and the popular 
built-up leather heels. If you haven’t scuffless heels 
on the shoes you sell, let us tell you how to get 
them. Write to Du Pont Viscoloid Company, 
Empire State Building, Department 25, New York 
City. In Canada: Canadian Industries, Limited, 
Pyralin Division, Montreal, Canada. 





PYRAHEEL 
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MAKES SHOES EASIER TO SELL 
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WRIGHT ARGH PRESERVER 














showing of new 
PrEesERVER models 
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Arch 


On the left at the top is the Syracuse— 
Stock No. 346. Plump brown (Bourbon) 
boarded calf. Flexible extra heavy single 


sole. Leather heel. Heavy punching, fitting and natural 


think 
thavell foe 


4 mud In the center, the same last in black or dark brown 
d folk@ imported Scotch grain—Stock Nos. 303, 304. Extra 


4. suf heavy but flexible single sole. Leather heel. 

hey Il At the bottom, the Harvard last—Stock No. 306. A 

ll for] brown aquatite new English-type blucher oxford. 
Extra heavy fitting. Flexible, extra heavy, single sole. 
Leather heel with rubber plug at back. 


All of these are Custom Grade and just what you want 
1 Pre-@ in heavy weights for Fall wear. 












No. 637 - In Black 
No. 636 - In Brown 
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On this page is the Colgate 
last in po brown or black 
boarded calf—Stock Nos. 636 
in brown and 637 in black. Extra heavy single sole. 
A splendid winter weight. Red Label grade. 

At the bottom, the Temple last in smooth calf—Stock 


Nos. 663 in black, and 664 in brown. Also Red Label 


grade. A distinctly custom type shoe. 
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/ No. 663 - In Black 


No. 664 - In Brown 
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Investigate also the line of Wright Arch 
Preserver Corrective Shoes for Men. These 
etails {| Shoes are called Corrective because they 
erver™ Were designed to aid the doctor in his 
work of correcting foot trouble. 





E. T. Wright & Company, Inc., Dept. B R 2 


q Rockland, Mass. , ‘ 
F O Fe + ()Please send me the full details about the new line of style models in Arch Preservers.: 
| ChPlease send me your new fall catalog.” 










Name. 4, 
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By 
R. E. ANDRUSS 
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Here are the shoes. 
we'll wear to school. 
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Showmanship Plus a Planned 

Promotion Program Will In- 

crease Shoe Sales This Fall— 

A Complete Program Out- 

lined for Those Busy Days 

Before the Children Go 
Back to School 
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‘ TO focus attention on your store as the place to buy 
both children and 
parents with your opening promotion. 

Combine a “Back to School” party for youngsters 


school shoes, plan to interest 


or a simple contest, such as making the most common 
words from the letters in your store name or the name 
of the shoes you feature, with advertising and displays 
that impress upon parents the importance of correct 
shoes for school children. 

In your displays arrange shoes to show how the 
various lasts protect and guide growing feet, step by 
With blackboard 
sketches show what harm improper shoes will do. 

In your ad copy write parents to bring school chil- 


step, from infancy to maturity. 


dren to your Free Clinic; use a chart of some kind to 
record conditions revealed—a copy for you; one for 
the parent. In the copy stress these points. 

Think of the years ahead when choosing children’s 
shoes. A weak foundation means a weakened boy. 
Don’t squeeze children’s feet-into tight shoes after the 


Summer vacation freedom and foot growth. Plastic 
bones need correct shoes to develop normally. Better 
pay the price for good shoes than have the children 
“pay the price” Each 
of eight changes in growing feet demand a change in 
shoes. Shoes too short cause enlarged joints. Shoes 
too loose make blisters and callouses. Shoes too tight 
cause corns. Pointed toes distort the bones. Insteps 
must be protected to prevent weak and fallen arches. 
Weak ankles, often indicated by stumbling, should 
have proper support. 


demanded by improper shoes. 


THE week before school opens play up “Here Are the 
Shoes We’ll Wear to School,” in displays and ads. In 
the window group shoes for kindergarten children, 
grammar school boys and girls, high school youths 
and misses, college young men and women. Do the 
same thing in a good sized ad. Have reprints for 
mailing and package enclosures. 
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School Shoe Promotions... 


And Sell More Pairs in September 


Plan your promotion program so that it continues 
to dramatize some important theme every week right 
through the season, and is timely, as well. 

Make up a program chart in desirable features of 
the shoes, to make the merchandise seem worth more 
than the price tag! Get thoughts off price and on the 
shoes! 

Study the chart at the bottom of this page. 

Every one of these promotion suggestions can be 
dramatized in ads and displays—and you'll think of 
others. 


M AKE up your own promotion chart for the season, 
planning a “high spot” for every week. Use show- 
manship to make your selling points register. The 


NOTE: This chart is given as an example only. Local 
conditions, your stock, your advertising budget, all influ- 
ence which lines you should feature, and when. Adapt 
the idea to your own needs—planning ads and displays 
that write in dramatizing a selling idea every week. 


pocketbook appeal is out. Price levels are higher and 
customers accept them, but not with enthusiasm. The 
way to sell school shoes this Fall is through showman- 
ship that hits the human side of folks. 

Go back over the suggestions given for both foot 
health features, and style or occasion features, and 
check them by the “star” method used for rating the 
movies. At the same time add other promotion themes 
of your own to the list. 

After checking, distribute the promotion ideas over 
ithe several weeks of the Fall season, so that there is a 
“major” promotion each week, and other “minor” 
ideas. 

The extent of your budget will determine how many 
of the ideas can be used, how elaborate the display, 


and how much ad-space can be allowed. 
Such a program, plus SHOWMANSHIP will keep 


interest focused on your children’s shoes all season 


long. 





PROMOTION CHART—SCHOOL SHOES—FALL 1934 








SEPTEMBER 3 Week before school opens, "Back to School Shoes” 


College shoes—Misses’ styles 
17 College Brogues for high school boys 
24 = Pre-Welts 


OCTOBER 1 — Styleful shoes for growing girls 

Football Season 8 Shoes that go to games and dances 
12th—Columbus Day 15 Most boys like the moccasin 

Last week—Girl Scout week 22 Young lady shoes for the Modern Miss 
31st—Hallowe'en 29 = Party shoes—girl scout shoes 
NOVEMBER 5 Little feet need safe protection 
6th—Election Day 12 Protective Footwear 

l1th—Armistice Day 19 Party Shoes 

29th—Thanksgiving 26 Thanksgiving shoes—(home from college) 


stormy weather 
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AS we all know, about 90 per cent of men’s shippers 
sold are bought by women. The demand hence is for 
trimmings such as bands, cutouts with underlays, per- 
forations and contrasting colors of vamp, band and 
quarter. The slippers: which are bought by men for 
their own use are much plainer or as plain as they 
can be made, such as the Brighton pattern. This fact 
is particularly noticeable by viewing the stock of ex- 
clusively men’s shoe stores. 

It is, nevertheless, a fact that every men’s shoe 
store must always carry a few styles with embellish- 
ments. These sacred portals are entered by women 
seeking the pair of slippers that they think will please 
their dad, brother or boy-friend. Department stores, 
where the majority of slippers are sold, must have 
fancier slippers and some of the larger outlets carry 
as many as 50 different styles. 

The Opera pattern leads all others in popularity in 
the high grade field. The Everett is second and a poor 
third is the Romeo. About 75 per cent of all high 
grade slippers are of the opera pattern. Strangely 
enough, there are certain cities, namely, Philadelphia 
and Boston, where the Romeo still is most popular. 
It is considered an older man’s slipper, as indeed it 
is, but why Philadelphians and Bostonians are more 
inclined to favor this pattern is a question. 

The Cavalier Boot is popular in New York with 
men who will pay from six to eight dollars for their 
slippers. One store, catering exclusively to men and 
situated in the financial district, disposes of 50 odd 
pair in three weeks, much to the surprise of many. 

There is constant call from buyers for something 
unusual in slippers and slipper manufacturers are 
constantly showing new patterns, bands, stitching, etc. 
Patterns have been copied from Greek and Roman 
sandals and while they make an attractive display, 
buyers are loath to buy any quantity that steps away 
from the old beaten track of conservatism. 

The old belief that if a man kes one pair of slip- 
pers he will be satisfied is being proved false. Today 
buyers are asking for widths in slippers and many 
manufacturers are obliged to stock certain styles in 
five widths. Many shoe stores carry at least 

[TURN TO PAGE 44, PLEASE] 


An Increase of "At Home" 
Hours Gives Opportunity for 
Greater Slipper Sales 
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AN ADVERTISEMENT BY THE 


ROBERTS, JOHNSON & RAND 


BRANCH OF INTERNATIONAL SHOE CO. 
ST. LOUIS, MO. 


MS, ARE YOU DOING ANY GOOD 
WITH CHILDREN’S SHOES ? 


DOING GOOD 2? LISTEN, FELLOW-I WAS 
JUST CHECKING UP THE OTHER DAY ON 
WHAT WE HAD DONE IN OUR JUVENILE 
DEPARTMENT AND FOUND WE HAD PAID 
R.J.AR. OVER #12,500.00 DURING THE 
PAST TWELVE MONTHS. WERE DOING 
THE BEST JOB OF OUR LIVES WITH 

OUR LINE OF POLL-PARROTS AND 
WE HAVE INCREASED OUR BUSINESS 
OVER 300 % THE PAST YEAR. 
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National Shoe Retailers 


ASSOCIATION NEWS 


AND TRADE VIEWS 





Buy To Your Needs 
The finished shoe is not a commodity 
that can be considered in the same 
way as sugar, steel, etc. 

Pattern, last, color, and heel heights 
may change, and your size schedule 
demands many changes, as well. 
The risk is too great at any time to 
buy beyond your needs. Shoes are 
not speculative property. 

Best-selling utility and classic, staple 
shoes should be sized up and re- 


ordered frequently. These numbers. 


should be replaced as soon as pos- 
sible, consistent with good business 
and turn-over requirements. 
Every new shoe is a gamble, and 
while style shoes may be necessary 
to your business, the longevity of 
your business life is aided by frequent 
reorder business, a proper original 
mark-up, @ reasonable percentage of 
mark-downs and correct turn-over. 
JOHN J. HOLDEN, Manager. 





Pair Census 

In general advancement of good shoe 
retailing practice the N.S.R.A. is com- 
piling figures on pair turnover. Head- 
quarters would appreciate your co- 
operation in the collecting of these 
figures. In recompense for doing your 
share, you will receive the composite 
study and you will have the satisfaction 
of knowing that you have played a part 
in the keeping of records of retailing. 
Mail the questionnaire to National 
Shoe Retailers Association, 3022, Em- 
pire State Bldg., New York City. 

> 





STANDARDS OF SHOE SERVICE 


First: To conduct business in such a manner as to give good public service based 
upon the highest standards of truth and honor in every transaction. 

Seconp: To study the needs and requirements of the public and to supply such 
wants in the most efficient manner possible; to offer candid advice to customers 
in regard to every purchase; all customers to be quoted the same price. 

Tuirp: Not to allow employees to make false or disparaging remarks or tolerate 
harmful rumors regarding a competitor’s product, principles of business or 
personal standing. 

FourtH: To establish closer relations among merchants and members of our 
own craft. That we strive to increase the efficiency of the craft by the exchange 
of ideas and may we be frank, one to another, in consideration of all practices 
at retail. 

Firtu: To place our obligations to manufacturers and their representatives on 
the same high plane as our duty to the public. An order placed with a manu- 
facturer is a firm contract that should be lived up to by both interested parties. 

S1xtH: To avoid misrepresentation and exaggerations in our advertisements; to 
avoid misleading statements, either verbal or written; to be always frank and 
never evasive so customers may not be led to expect more than we can honestly 
supply in either quality or service. 

SEVENTH: To apply principles of common sense to all our doings, to b:: gentle- 
men of honor in every-day business transactions and to abide by these rules. 





Retailers! Your National Association Protests the Pro- 
posed Reduction of Maximum Terms from 5% to 2%. 


A meeting was held under the auspices of a newly formed group known as the “Joint 
Council of Manufacturers of Greater New York.” The following is a list of the presidents 
and the various organizations they represent, who formed this super-group, or were 


invited to attend: 
Leo Geothind, President, National Association of Slipper Manufacturers. (Leo Goodkind, 
ippers 
H. O. Toor, President, National Association of Stitchdown Shoe Manufacturers Associa- 
tion. (Jackson Mfg. Company) 
Morgan Grossman, President, Shoe Manufacturers’ Board of Trade of New York, Inc. 


(Morgan Grossman, Inc.) 
Benjamin Schwartz, President, Council of Shoe Manufacturers of Greater New York. 


(Schwartz & Benjamin) 

It was the purpose of the group sponsoring this meeting to endeavor to have the dis- 
count clause of the code changed to a 2 per cent maximum basis. We, of the National 
Shoe Retailers Association, are of the opinion that this change will be a most unwelcome 
one by the retailers. 

The discount clause of the Shoe Industry’s Code, as it now stands, was an unwelcome 
provision, considered by many as very unnecessary, unfair and unjust, and now to have 
another group propose a.more stringent discount clause, is most objectionable. 





Boys’ and Children’s...............+++ 
TOTAL PAIRS SHOES............ 
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PAIR TURNOVER FIGURES 
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Sold 
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On Hand 


























NOTE: To figure rate of turnover, divide pairs sold by pairs on hand. 
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Association | 


Service Center For Retailers 
3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 
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COOPERATORS 








J. J. HOLDEN 
N.S.R.A. 


Nation-Wide Enthusiasm for Cooperative Show 
Membership Campaign Opens With a Rush 





the National Shoe Retailers Association. 


major importance. 


Retailers Association are those listed below. 





Additional information has been issued regarding the plan of cooperation between the National 
Shoe Retailers Associatioff and the National Boot and Shoe Manufacturers Association, as ap- 
proved by both Associations for cooperatively conducting joint conventions, the first to be held 
in St. Louis, January 7 to 10, 1935, simultaneously with the National Shoe Display conducted 
by the National Boot and Shoe Manufacturers Association,-with the cooperation and support of 


The plan provides for a reduction in expense to manufacturers by eliminating one of the two 


exhibitions which formerly resulted in a duplication of cost and effort; and there is also now 
presented an opportunity for constructive cooperation between the two Associations in matters of 


It is necessary for the plan to become effective to secure two hundred associate members of 
the National Shoe Retailers Association, to extend for a period of three years, and we earnestly 
request that all manufacturers and the various allied factors in the Industry give the matter of 
associate membership in the National Shoe Retailers Association immediate attention. 


Among those who have already agreed to become associate members of the National Shoe 








First to Sign as Associate Members N.S.R.A. 


Ault-Williamson Shoe Co....................... Auburn, Maine 
Bates Shoe Company........................... Webster, Mass. 
Bancroft Walker Company .................... Waltham, Mass. 
Boot & Shoe Recorder Pub. Co. ............... New York, N. Y. 
Walter Booth Shoe Company.................. Milwaukee, Wis. 
Brown Shoe Company........................--- St. Louis, Mo. 
Commonwealth Shoe & Leather Co. ............ Whitman, Mass. 
Compo Shoe Machinery Corp. ................... Boston, Mass. 
Conrad Shoe Company ................. North Abington, Mass. 
Curtis-Stephens Embry Co........................ Reading, Pa. 
Dunn & McCarthy, Inc. ........................ Auburn, N. Y. 
Chas. A. Eaton Company...................... Brockton, Mass. 
| RO OSS Philadelphia, Pa. 
Newton Elkin Shoe Co. ..................... Philadelphia, Pa. 
Endicott-Johnson Corp. ....................2-: Endicott, N. Y. 
DAMES ODEO: o5< cc civccciecsecoeseres Wakefield, Mass. 
J ME Brockton, Mass. 
The Florsheim Shoe Co. ....................0.05. Chicago, III. 
C. P. Ford & Company........................ Rochester, N. Y. 
Freeman Shoe Corporation........................ Beloit, Wis. 
A. Garside & Sons, Inc. ................ Long Island City, N. Y. 
General Shoe Corporation..................... Nashville, Tenn. 
Gerberich-Payne Shoe Co. ..................... Mount Joy, Pa. 
The H. C. Godman Co. ....................... Columbus, Ohio 
The Green Shoe Mfg. Co. ....................... Boston, Mass. 
er a Lynn, Mass. 
Groves Shoe Company.......................0000. Chicago, Ill. 
Hagerstown Shoe & Legging Co. ............... Hagerstown, Md. 
Hartman Shoe Mfg. Co. ...................005 Haverhill, Mass. 
Holland Shoe Co. .....................0.002... Holland, Mich. 
International Shoe Co. .................c000eeee St. Louis, Mo. 


Johansen Bros. Shoe Co. .... ..........0000 000s St. Louis, Mo. 
Johnson, Stephens & Shinkle Shoe Co............. St. Louis, Mo. 
Johnston & Murphy ....................0 0.00005. Newark, N. J. 
ee) Brockton, Mass. 
Laird, Schober & Co. ...................0055. Philadelphia, Pa. 
POON | C9 1 a New York, N. Y. 
Pe TRO OO on oii onic cc bcescbecvaewes Boston, Mass. 
McNichol & Taylor, Inc. ......................... Lynn, Mass. 
Frank C. Meyer Co., Inc..................... New York, N. Y. 
I. Miller & Sons, Inc. .................. Long Island City, N. Y. 
Pin Wis NAO OOo oie cio sais ince Sb ecceneees Syracuse, N. Y. 
Orthopedic Shoes, Inc. .............4.......5. New York, N. Y. 
W. Aa Packard Con... . oi. ccc i neces Brockton, Mass. 
Premier Shoe Co., Inc. ................ Long Island City, N. Y. 
a CON Oo re een ee Rochester, N. Y. 
Reider Shoe Mfg. Co. ................... Schuylkill Haven, Pa. 
Rice-O’Neill Shoe Co. ........... eee Pe 


SAMIUGI SRIG OGe «5. os 6 coke ee soc cons cccvevecs St. Louis, Mo. 
The Selby Shoe Co. .................. ...Portsmouth, Ohio 
Shoe Form Co., Inc. .............. .. Auburn, N. Y. 
We SOG oases ciecnadciles vs paevanr sence Chicago, Ill. 
Stacy-Adams Co. ................. ... Brockton, Mass. 
The Stetson Shoe Co., Inc. .......... .....S. Weymouth, Mass. 
Stone-Tarlow Co., Inc. ................. ... Brockton, Mass. 
J. P. Sullivan Shoe Co. ..............0 00 cee Cincinnati, Ohio 
Tupper Slipper Corp. .................. .... Brooklyn, N. Y. 
Tweedie Footwear Corp. .............. ... Jefferson City, Mo. 


United Shoe Machinery Corporation.............. Boston, Mass. 
RRR: SNR OUR as go. 659 9 ccs w oe 0:0. 8-08, syacain ew etapa St. Louis, Mo. 
Vulcan Corporation ................. Portsmouth, Ohio 
Be Fe Were GOs oka cnc kee ecec bees tes .Rockland, Mass. 


Those interested in associate membership in the National Shoe Retailers Association 
may address Mr. John J. Holden, Manager, National Shoe Retailers Association, 3022 


Empire State Building, New York City. 





KENNETH COLLINS Expects Inflation 
and Better Business 
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THE UPS 
AND DOWNS 


KENNETH COLLINS 


THE attendance of 68 members of the Shoe Club of 
New York at the Hotel McAlpin, Aug. 21, the newest 
social club of the industry, proved that even though it 
was midsummer shoe men want to get together. 

President Al Beigel, who was toastmaster, sprung a 
surprise on the audience by introducing thru Joseph 
Greenberg, buyer of shoes for Gimbels, the principal 
speaker of the evening, Kenneth Collins (assistant to 
the president of Gimbel Brothers) as _pre-prandial 
feature of the evening. Then followed dinner and Mr. 
Collins as guest of the evening could relax and hear 
members of the trade speak their piece. Mr. Collins’ 
remarks came at a time when the local trade was in its 
bluest streak and were most encouraging. 

“T, for one, venture to predict that within the next 
60 days you will see a marked improvement in busi- 
ness, particularly in your lines. Let us think sanely 
of what will happen. I know many are curtailing on 
their merchandise promotional programs. I know 
many feel blue and are looking forward toward Sep- 
tember and October with apprehension. 

““We don’t come out of any depression in the fashion 
that an elevator goes up a shaft. Inevitably, there are 
periods of rapid improvement and then periods of 
partial recession. This is inherent in the old law of 
supply and demand. As times get a little better, there 
is over-production. Then there comes a slight reces- 


OF RECOVERY 


sion—and industry readjusts itself to that state of 
affairs. We are in one of those perjodic months of 
readjustment. 

“We will rapidly start coming out of it as early, I 
believe, as next month. 

“I for one still have enormous faith in the ability 
of our Administration to carry us onwards from this 
point. And I for one don’t care if it is done by still 
further and fairly rapid inflation, which I ‘regard as 
inevitable. aacat 

“We must recall that the national debt of this coun- 
try is somewhere in the neighborhood of $46$,000,000,- 
000 (four hundred sixty-five billions). 

“We must further recall that the total supply of gold 
in this country is perhaps in the neighborhood of 
$4,000,000,000 (four billions). 

“There is no way of paying that debt except by abso- 
lutely confiscatory taxation or by some method of 
inflation. We are now witnessing a rapid expansion 
of credit. Whether there will be a printing of cur- 
rency—or whatever step will be taken, you can rest 
assured that there will be another method employed 
in the very near future. 

“T know there have been business men who regarded 
this as a potential disaster. I don’t. Any country that 
is as nearly completely self-sustaining as this one need 
not fear any reasonable amount of inflation. What 
does it matter to the farmer or to the members of your 
group for that matter, what your money will buy in 
terms of foreign exchange when an overwhelming pro- 
portion of your transactions are all internal? France, 
a country not nearly as self-sustaining as this, inflated 
its currency over five times, and still came through 
with a large measure of reasonable prosperity. 

“Inevitably, the first industries that will benefit by 
each successive period of returning prosperity will be 
those like the one you represent. People can wait to 
buy new desks and chairs and carpets and books and 
things of that sort. But shoes wear out—even the best 
of them. 

“They must be replaced, and I anticipate a very 
large and wholesale demand for such replacements as 
the Fall and Winter months come on.” 
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Mens Socks to Be Gay 


[CONTINUED FROM PAGE 23] 


that type which is too short for a 
garter. This is in a ribbed wool. 
Some retailers in New York City say 
that this type of hosiery comprises the 
majority of their golf sales. One re- 
tailer reported this type made up 60 
per cent of his sport hose sales. Dur- 
ing the Summer it was most popular 
in the pastel shades. It is expected to 
be carried on in the Fall in the darker 
shades. It is termed a hi-style hose 
and has a cuff at the top which may 
be turned down or up. Most men 
wear the cuff up. 


White Heels and Toes 


Hose with white heel and toe tip- 
pings, except for those which are 
medicinally treated, are not supposed to 
have any great value outside of sales 
appeal due to the contrasting tones. 

In the imported hosiery field—those 
stockings retailing from $1.50 to $2.50 
—the trend for brighter colors and 
vivid patterns is very apparent. Again 
the reason is the clothing angle. For 
example, last year Rogers Peet brought 
out a new line of Balmaccan overcoats 
which had either Argyle plaid linings 
or the reverse of the overcoating in a 
plaid material. This style was most 
successful and will repeat. It will 
have a decided influence on this year’s 
trend in plaid hose, ties and scarfs. 

Any shoe store will sell more fancies 
than staples in the better grades of 
imports during the usual run of trade, 
but this year, with the strong trend 
toward novelties, it is evident that 
many more than the normal number 
will be sold. In these grades, there is 
not only the quality, beautiful colors 
and weaves, but also the patterns which 
will attract consumers. 


Best Selling Lines 


In the great majority of shoe stores, 
men’s hose selling at 50 cents are the 
best sellers, yet many stores selling 
shoes from $7.50 to $12.50 have 
worked up a considerable trade in hose 
retailing from $1.50 to $2.50. At first 
they ran only a few numbers, figuring 
that the prestige was well worth the 
investment. Gradually they have built 
up a business and have been looked 
upon as leaders in the hosiery field in 
that they had something which no one 
else in town carried. 

All hosiery jobbers in this grade 
will protect a store when it comes to 
offering something new in this type of 
merchandise. 

A man paying $7.50 or more for his 
shoes will have very definite ideas of 
style and is generally fond of express- 
ing his tastes. That means that this 
man is a good prospect for the better 
grade hose. 

With this in mind, a few fairly safe 
“gambles” are suggested. 

Argyles (diamond pattern with cross 
checks) in light weight woolen half 


hose go big in the college towns and 
the larger cities. They are very color- 
ful and distinctive. 

In this same general category are the 
small Argyles with more subdued 
colors, whose base colors are browns, 
blues and greys. 

A diamond pattern with close hori- 
zontal stripes across in an imported 
lisle will appeal to the average man 
as a substantial distinctive hose for 
every day wear. In this hose he will 
be getting individual styles he will not 
see in the domestic lines. He will be 
also getting real quality, fine construc- 
tion and distinctive patterns in a full 
fashioned long wearing hose. 


Advantages of Light Wools 


Men who have more or less trouble 
with their feet, from ordinary perspira- 
tion to more complicated foot troubles, 
find considerable relief in the wearing 
of light wool hose the year round. Sev- 
eral stores report that men tell of hav- 
ing their minor foot ills disappear 
through the wearing of wool hose, and 
not only that but their hosiery bills 
are much less. 

Many men who like to wear fine 
hose and feel that a dollar is all that 
they can afford to pay right now, are 
being pleased with a wide variety of 
patterns and colors. There is a battle 
between the dollar and the dollar and a 
half hose for sales supremacy. There 
is less price resistance at the dollar 
price than at any other. 

Men who have never paid over fifty 
cents for hose will try out a pair or two 
of the dollar numbers, if the colors 
and patterns are to their liking. To 
these men, the small neat checks and 
patterns have the best appeal. 


New Shoe Section 


PORTLAND, OrE.—An I. Miller foot- 
wear section of shoes and accessories 
has been created in a new and beau- 
tiful setting on the fourth floor of 
Meier & Frank department store. In- 
troduced simultaneously with the dis- 
play of shoes are the I. Miller hosiery 
and the I. Miller handbags in ensem- 
bles which match down to the last 
iota. 


Store to Be Remodeled 


BALTIMORE, Mp.—The Bootery, a 
popular priced women’s shoe shop op- 
erated in the heart of the shopping 
center at 202 W. Lexington Street, 
will be remodeled and enlarged early in 
September. 


Developing College Trade 


SEATTLE, WASH.—Shoe stores of the 
section are featuring a “Campus Cor- 
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rectness” and smart shoe styles for the 
return to school and university this 
September and October. A fashion 
show is being held this week by Fred- 
erick & Nelson’s of this city. The 
Crescent, a leading department store 
of Spokane, held one last week, while 
Meier & Frank, outstanding retail out- 
let of Portland, announcing “We're 
Majoring in College Clothes” has ap- 
pointed a collegiate or sorority board 
of outstanding sorority sisters from 
leading universities of the section, to 
give a college-minded slant to shoe and 
clothes sales at this particular sea- 
son. 


Findings Window Card 


BouLDER, CoLo.—It pays to let folks 
know what accessories you carry be 
fore they pass you by. Burner Family 
Shoe Store carries a neat card in one 
window announcing 

WE HAVE 

Arch Supporters 

Shoe Polish 

Laces 

Insoles 

Boot Oil 

Leather Dye 

Heel Cushions. 
Though a quiet statement, it catches 
the eye of the passerby, and often 
results in an accessory sale and the 
opportunity to become acquainted with 
another potential shoe customer. 


Store Moves 


Los ANGELES, CAL.—The Dr. Kah- 
ler Shoe Shop, situated for many 
years at 624 South Olive Street, has 
moved to 602 South Hill Street, 
Joseph Greenberg will continue as 
manager, while Mrs. Greenberg, for 
18 years in the shoe business, will 
devote special attention .to women’s 
shoes and the new children’s depart- 
ment. The new store has_ been 
planned and decorated in conformance 
with the most modern ideas of shoe 
store construction. Indirect lighting, 
green tones for eye comfort and many 
other features make the store out- 
standing. Dr. Kahler Shoes will be 
promoted, as part of the sucéessful 
Foot Health Headquarters plan, spon- 
sored by Orthopedic Shoes, Inc. 


Better Stitches 


LYNN, MAss. — Stitching averages 
better for all shoes, and is more fancy 
for many shoes, and as stitchers tell the 
story the stitching averages better be- 
cause threads are better, the thread 
companies having recently spent a mil- 
lion and more for the improvement of 
threads for sewing shoes. 

That may seem a large sum to be 
spent on a small item like a thread. But 
let the seams rip, and then the amount 
seems a smal] sum. 
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AN IMPORTANT CONTRIBUTION 
TO IMPROVED SHOEMAKING 


[A] The Saddle Insole has become an important feature 
in the construction of several makes of arch support shoes. 


[8] The use of the “Down to the Wood” principle in last 

design has contributed materially to the effectiveness of 

eat this feature. The last is grooved so that the insole saddle 
~~ fits perfectly into the recessed section of the last. 


[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
practical value in the shoe. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 








When writing advertisers please mention Boot and Shoe Recorder 
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What Women Want in Hosiery 


[CONTINUED FROM PAGE 20] 


~ Miami Beach or ashes of gladiola, 
when you invent new names? 

“May I not beg of you to get into a 
huddle, or whatever it is that the 
hosiery group gets into in order to 
act, and decide on some standard color 
card of 12 or so reasonable standard 
shades for the average consumer; 
call these by numbers preferably. Or 
if you believe that names create a kind 
of hypnotic influence on the buyer, stick 
to simple and meaningful names of 
Anglo-Saxon derivation, and let me 
be able to purchase such standard 
shades year in and year out. 

“3. My third point is a plea for per- 
manent identification of the size num- 
ber on hosiery. ‘What size, Madam?’ 
the clerk asks you. ‘Let me have it 
in size 94%,’ and you receive your 9% 
over the counter. Quite so! But what 
happens to that size number after the 
washing is over? Like many other 
things, it comes out in the wash. And 
here is where the housewife particu- 
larly has her plaint—especially if 
there are several women in the family. 
Have you spent 20 per cent of your 
lives just sorting stockings? I am sure 
that I have! Why? For the reason 
I mention. There is no size number 


or indeed any other indicating tag on 
the hose after it is washed, so that 
sorting can be done readily, easily and 
accurately. 

“4, Point 4—And following right 
along, is the point that not only should 
the hose be tagged for size, but tagged 
or marked for future and permanent 
identity. Thus, we will assume that 
when I bought this, I went to the pains 
to select a 443 hose because I preferred 
that brand. But now that it has been 
washed several times, where is the 443 
mark? Gone, gone and thus again the 
owner is defeated. I bought that trade- 
marked hose because of certain values 
that I thought I would receive. But 
unlike the label on a catsup bottle or 
the woven name in the selvage of 
Skinner’s Satin, or the imprinted ivory 
of Ivory Soap, the trademark on my 
hose is washed out. Thus, I have no 
means of checking if that brand did 
wear well, nor of using my trademark 
name in any other means of experi- 
ence, 

“All those I interview say: ‘Tell 
them that there is too much gyp hos- 
iery. And ask them to tell us how to 
distinguish really good hosiery.’” 





And What Some Makers Are Doing 


[CONTINUED FROM PAGE 21] 


“I think I can safely speak for a 
good portion of my sex when I say 
that we all love new things. New 
colors replace old colors just as new 
styles replace old. But, if Mrs. Irate 
Consumer happens to want Tawny 
Beige, which is an early Fall color, in 
December, she can get it—as it was 
originally—and not a new color with 
the old name, or vice versa—unless 
she happens to be one of those ob- 
durate women who insists she will 
wear Tawny Beige to the grave. Then, 
of course, I can’t guarantee service! 

“Lastly, let me explain to Mrs. Irate 
Consumer the difficulties concerning 
her simple request with regard to 
stamping hosiery in a manner that will 
defy numerous and sundry launder- 
ings. Many branded houses have been 
diligently working to perfect a stamp- 
ing ink that would resist Mrs, Irate 
Consumer’s ceaseless laundering of her 
hosiery. As yet, we have not been 
successful in finding one absolutely 
foolproof, although at the present time, 
we are using a white ink that with- 
stands considerable laundering. How- 
ever, let me assure you, Mrs. Irate 
Consumer, that we have not given up 
and as soon as such ink is perfected, 


we will have it and use it.” 


Mrs. Elizabeth Sanders of 
Bateson & Dowd Said: 


“Hosiery price must eventually be 


based on cost of manufacturing, and 


of distribution. With labor costs ap- 
proximately fixed, and the price of 
silk only slightly flexible, 79-cent stock- 
ing is fast becoming that, and nothing 
more. The consumer will have to be 
educated to appreciate the difference 
between the stocking built for price, 
or for wear, or for appeal) of sheer- 
ness. And it is somehow up to the 
manufacturer and the store to bring 
this about. 

“There is a definite relationship in 
hosiery between price and quality, even 
though the consumer does not seem 
to realize st... 26 can be shown that at 
every price level, it is possible for a 
woman to get the full value of her 
money. I believe that the average 
woman thinks almost simultaneously of 
what degree of sheerness she wants 
and of what price she wishes to pay. 
Few women think beyond that, nor 
do they care to. Having established 
that she wants a service weight hose, 
one can be bought from 69 cents up. 
As the price increases, women have 
the added advantage of silk heels and 
toes, better quality of silk, and better 
workmanship and finish. Also in that 
most popular weight, the four-thread 
hose, any number of prices and styles 
may be had, according to the gage and 
workmanship. 

“The reliability of the more expen- 
sive hose depends on the way it is 
made and the quality of the reinforce- 
ments, of the silk and of the finish. 
Women must be trained to look for 


the finer points. But at every price, 
if they are buying from a store with a 
reputation for honesty, the chances 
are that they are getting full value 
for their money. We admit the fact 
that an expensive hose can develop a 
run from an outside source just as 
quickly as a cheaper number. 

“The question of wearability goes 
right along with a question of price. 
‘No matter what you pay, hosiery is 
unreliable,’ said. Mrs. Frederick, ‘and 
the consumer is gyped.’ ‘She also said, 
‘All hosiery is unreliable from the 
point of view of wear.’ At this point 
we can hand the buck right back to 
Mrs. Consumer. Now women will not 
give up the flattering effect of silk 
upon the ankle. They have determined 
to buy sheer, silk hosiery. Well, it 
costs just so much to make a pair of 
stockings. So much silk and so much 
labor must go into the making. Manu- 
facturers have put into each sheer, 
silk stocking every modern improve- 
ment possible with today’s machinery. 
They have buffer heels, ring toes, im- 
proved high twist to eliminate snags, 
but when everything has been done 
sheer silk hosiery is still a perishable 
article. It’s the nature of the ‘Beast.’ 

“When women are no longer willing 
to pay the price of a well-made silk 
hose, unless some new and miraculous 
machine is invented to cut costs, she 
will have to give up also the beauty 
which she has grown accustomed to. 
And that word beauty tells half the 
story. It is not wear only which Mrs. 
Consumer is looking for. She wants 
her reinforced heels and toes coupled 
with exceptional sheerness. She can 
get them both, but she must be taught 
that with a very sheer hose, which 
will answer her request for beauty, can 
only go a certain weight heel and toe 
construction, She must sacrifice some 


of her wear for her vanity.” 


Better Counters 


Boston, Mass—A reaction from 
cheap counters is starting. Counters 
too cheap weaken shoes and cause re- 
turns with complaints of defective 
counters. When the code for the 
counter trade was drawn it provided 
that counters should no more be 
guaranteed. This opened the way to 
the use of inferior materials in count- 
ers, and the weak counters do not 
stand up. Shoes are being returned 
for defective counters, and the shoe 
buyers expect shoe manufacturers to 
make good, guarantee or no guaran- 
tee. So shoe manufacturers are start- 
ing on better grade counters, such as 
are sure to outwear the shoe. 


Closes Shoe Department 


Proviwence, R. I.—Walker’s retail 
wearing apparel store opened about a 
year ago at Olneyville Square with a 
large novelty shoe department has 
been closed. Fred Somerstein was man- 
ager of the shoe buying and mer- 
chandising. 
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A new Suede Leather that is going to set 
a fast pace for Fall selling. TREBARK is 
absolutely unique, a leather of unusual 
appearance and appeal, the very thing to 
promote for Autumn sports and town 
wear. 


Manufactured from first quality imported 
Norwegian Calfskins, by an entirely new 
process, TREBARK is made on the grain 
side and the grain will not pull out. It is 
resistant to soilage and is easily cleaned. 


TREBARK is already being featured by 
a number of leading manufacturers and is 
winning enthusiastic trade acceptance. Its 
smartness and durability insure its suc- 


cess. 


Ask us for swatches of TREBARK, notice 
its beautiful grain and soft flexibility .. . 
then plan to feature it in your Fall presen- 


tation. In Black, Brown and Blue for 


Fall. Smart Spring shades in prepara- 
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Slippers Soften Leisure Ho urs 


[CONTINUED FROM PAGE 34] 


two widths as a fixed policy. 

The hard soled slipper, whether turn 
or cemented, apparently is maintain- 
ing its popularity over the soft sole. 
While there is a definite place for a 
soft sole slipper, such as bed room 
wear, the hard sole is distinctly more 
of a house slipper. In fact, a man 
with a pair of patent Brightons on his 
feet might easily mislead people that 
he was wearing pumps. 

Again, it is extremely difficult for 
the layman to determine quality in 
purchasing soft sole slippers. The 
“meat” of the slipper is hidden. By 
this is meant the padding for sole and 
heel. Poor shoddy padding soon gets 
out of shape and the slipper looks old 
after a few times worn. This fact 
hurt the soft sole business without 
question. 

Linings in soft soles are important. 
In the higher grades all wool colored 
felt is popular, particularly in mules. 
With poplin and good quality satin to 
match, the outsides are interesting and 
make beautiful eye-appealing slippers. 

The opera pattern, without ba is 

- considered the most popular stylaaiite 
plain mule is also in demand but mot 
as much so as the opera. 

Lasts for men’s soft sole slippers 
have been more or less of an old- 
fashioned type. Those manufacturers 
are showing more refined lasts, and the 
idea has been happily received by many 
buyers. There apparently is no rea- 


son why soft sole lasts should not be 
as attractive to the eye and for fit as 
the best lasts used in the turn or 
cemented lines. 

In leathers, tan kid leads all others 
in popularity. Black kid is second, fol- 
lowed by blue, wine and lastly green. 
Red has lost its popularity to wine, 
although in soft soles, it is still good. 
Patent leather is good in whole shoe 
or trim. Calf skins and Moroccos are 
popular in the better grades. And 
they should be. It is hard to improve 
over a nice soft glovey piece of calf 
skin. As for wear, they cannot be 
worn out, and calf skin slippers hold 
their shape so well. Fancy leathers 
are not popular. Calf prints sell in 
small quantities but do not seem to 
have the softness of felt which is so 
necessary in a slipper. The demand 
for water buffalo, genuine seal, alli- 
gator, is slight although some of this 
type of slipper are always carried by 
stores catering to the wealthier trade. 

All in all, 1934 should be an excel- 
lent year for those selling the higher 
grade of men’s slippers. Retailers’ 
stocks are low and while prices are 
considerably up over a year ago, most 
retailers feel that they will sell as 
many pairs of the higher level as they 
did last year on a somewhat lower 
basis. They have backed up this judg- 
ment by their purchases and it is 
quite the same in most all of the 
larger cities. 





Planning a Profitable Children’s 
Business 


[CONTINUED FROM PAGE 15] 


children’s shoe headquarters. 

When you buy a new shoe of particu- 
lar appeal, why not drop a postcard to 
your parent-customers? Build a reputa- 
tion for corraling the smartest and 
newest things first. 

Don’t fail to keep your newspaper 
advertising consistent. Be in every 
week, if possible. See that your story is 
positioned where you think mothers are 
most interested. 

Scoops in publicity that do not in- 
volve too much money are extremely 
valuable. For example, one store leased 
the walls of houses abutting school 
yards and painted a powerful message 
on them. Their name was virtually in 
every school yard and read every day 
by teachers and pupils. 

But for every new stunt there are 
hundreds tried and true advertising and 
merchandising ideas, familiar to all, 
and yet for some inexplicable reason 
not practiced consistently. 

Go over your card files again and 
satisfy yourself that you are getting a 
reasonable share of the business you 
estimate lies back of those records 
which reveal only sales of men’s and 
women’s shoes. Some of that group are 


buying children’s shoes elsewhere. Why 
not send out a questionnaire postcard, 
checking the number, sex and age of 
juveniles concealed in this list? 

If these parents are buying their 
own shoes in your store, you have a 
right to expect a goodly portion of 
their children’s trade. At least, it 
would be illuminative to know why you 
are not getting it. 

Of course, it’s going to cost some- 
thing to actively promote your chil- 
dren’s department. View it as an im- 
portant job to be done, and set aside an 
appropriation in proportion to that job. 
Plan so many lines of newspaper adver- 
tising, so many window changes, so 
many mailings, and so on, at regular 
intervals. 

Such a program must be paid for out 
of your 1934 budget, but the far-seeing 
merchant will cash in handsomely in 
many succeeding years. 

When you build a flourishing chil- 
dren’s department, you invest in 
“futures” of guaranteed yield and en- 
hancing value. You win customers who 
simply “graduate” into your women’s 
salon. 

But while it may sound trite to say 
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that future business germinates from 
the seed sown in your children’s de- 
partment, judging by actual affairs, 
there are still many shoe merchants 
who either do not believe it or else lack 
the courage of their convictions. 


Separate Children's Dept. 


Los ANGELES, CAL—A new and 
greatly enlarged children’s and grow- 
ing girls’ shoe department has been 
installed on the fourth floor of the 
J. W. Robinson Company’s store with 
Mrs. Myrtle Hovey in charge and with 
Paul Kirsh as buyer. This depart- 
ment formerly was merged with the 
women’s shoe department on the third . 
floor. Complete new shelving and 
equipment with rich mural paintings 
for the walls give the newly located 
department the quality atmosphere 
consistent with this store. Rose beige 
is the predominant tone in the decora- 
tive scheme. 


industrial Scholarship 


Worcester, Mass.—Graton & Knight, 
leather manufacturers, have granted an 
industrial scholarship in Worcester 
Polytechnic Institute to a son of an em- 
ployee. Six other Worcester firms have 
done likewise. Seventeen youths are 
now in this institute under the indus- 
trial scholarship plan whereby the man- 
ufacturer pays the tuition fees. 

M. V. Kaven, vice-president of the 
United Shoe Machinery Corp., is a 
trustee of the institute. 


Make Fall Windows Sell 
[CONTINUED FROM PAGE 28] 


remember that advertising and displays 
are merely two different aspects of the 
same thing, namely store publicity or 
sales promotion. If the windows are 
planned by the same individual who 
prepares the ads, this co-ordination of 
effort will be easy and natural. If 
not, the display man and the ad man 
should work in the closest harmony, to 
the end that their united efforts will 
be directed along the lines of maximum 
results in increased sales and extra 
profits. 

As this is written, sales of Summer 
shoes are entering their final stage and 
Fall shoe windows are beginning to 
appear up and down the main thor- 
oughfares of cities the country over. 
Alert and progressive merchants have 
been starting their Fall seasons earlier 
for several years past; this year, under 
the RECORDER’S leadership, the move- 
ment has become more general. We 
show two striking windows that have 
come to our attention; more will follow 
in the weeks to come. The point we 
wish to emphasize at this juncture is 
that showing shoes in windows, and 
showing them to the best advantage, is 
one of the surest ways to make your 
store stand out as a leader in your 
town. And the store that has the repu- 
tation of leadership, this season, next 
season and every season, is pretty sure 
to sell the shoes. 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry. if he follows the guide 
written in every-day language, 
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The Most Complete Record 


of Finances in the Most Convenient Form 


CONSISTING OF: giving you at a glance your net profits over any period 
Complete Bookkeeping to date, and any detailed information you may require. 
Guide— 


Daily Records— The least entries—the least work — 


Departmental Records— 
Comparative Statement of the least chance of confusion or error. 


Income— 
Daily Record of Salesmen— Sales DAILY— Receipts 
Comparative Trial Balance— Sales Compar- WEEKLY— Disbursements NEW GOVERN- 


A F MENT ING 
Cloth board loose leaf binder. Pi 8 ale | MONTHLY ) eed Over- causal nae 


8 50 ACCURATE AC- 
10 . Complete Returns FIGURES 
THAN IN THE 


Net Earnings COUNTING 
Postage Prepaid USED IN CONJUNCTION WITH OUR STOCK AND D4ILY SALES REC. pre 
eats i eid. selene ORD, IT GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY : 
Unless C.0.D. shipment SEFAlt. REFILLS IN 
is preferr ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. STOCK. 
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Discerning women who appreciate 
STYLE, VALUE and FLEXIBILITY 
have found satisfaction in this 


modern SEWED shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Illinois Shoe Association 
Election Deferred 


Quincy, Itu.—Shoe displays in the 
Hotel Lincoln-Douglas, headquarters of 
the convention, were the center of at- 
tention during the short convention. 
Styles, colors, price ranges and other 
details were discussed. It was re- 
ported, however, that few shoes were 
purchased at the meeting. 


FRANK P, MEYER 


Pres., Illinois Shoe Retailers 


The convention came to a close Mon- 
day evening, Aug. 20. An adjourned 
meeting, however, will be held in 
Springfield, IIl.,. late in the Fall, and 
at that time officers of the Illinois Re- 
tail Shoe Dealers’ Association will be 
elected. Springfield was selected as 
the convention city for 1935. It was 
decided also to launch a campaign to 
increase the membership of the or- 
ganization. 

Because of weather conditions and 
conflicting engagements, attendance at 
the Quincy meeting was not large. On 
Sunday, Aug. 19, preceding the conven- 
tion, there was a dinner at which 
Frank P, Meyer, of Danville, president 
of the association, presided. George 
F, Heintz, of Quincy, welcomed the 
delegates to Quincy and A. J. Groves, 
of Chicago, responded. Mike Finn, 


manager of the Quincy Chamber of 
Commerce, Frank Broeker, and Russell 
Baker, of Quincy, and W. J. Crawford, 
secretary of the state association, 
spoke. Frank P. Meyer gave an ad- 
dress on “The New Deal in the Shoe 
Business in Illinois.” There were nu- 
merous short talks and general dis- 
cussions. 

Nicholas Heintz, 96 years old, of 
Quincy, the oldest member of the asso- 
ciation, and the oldest active retail shoe 
dealer in the state, was a guest of 
honor Another dinner entertained the 
guests Monday evening and a musical 
program was enjoyed. 


Alleged Health Shoes Before 


Federal Trade Commission 
WASHINGTON, D. C.—Formal com- 


plaints against several shoe companies 
charged with unfair competitive prac- 
tices in the sale of shoes have been 
issued by the Federal Trade Commis- 
sion. 

The companies are the Bleecker Shoe 
Co., Inc., 188 Duane Street, New York 
City; Fox Shoe Co., 64 N, 4th Street, 
Philadelphia; P. Trachtenberg, trad- 
ing as the Hill Shoe Co. 17 N. 4th 
Street, Philadelphia, and Frank, Mor- 
ris and Harry Brilliant, 182 Lincoln 
Street, Boston, trading as the Brilliant 
Brothers Co. 

These companies are specifically ac- 
cused of false and misleading repre- 
sentations, some of them having adver- 
tised “scientific foot comfort shoes at 
mill-end savings,” describing the shoes 
as “Famous Dr. Miles Health Shoes.” 
One of the companies used the words, 
“Dr. Fox’s Nature Shape,” while an- 
other spoke of Dr. Chapman’s Health 
Shoes, “Nature’s Last.” 

The Commission contended that these 
shoes are not made in accordance with 
the design of or under the supervision 
of a doctor and that they do not con- 
tain scientific or orthopedic features 
which are the result of medical advice 
or service. The Commission further 
claimed the shoes were not designed to 
correct or alleviate foot trouble but 
were built on standard patterns. 

All the companies were given until 
Sept. 21 to reply to the Commission’s 
charges. 


Godman Dividend Declared 


CoLuMBus, O.—Directors of the H. 
C. Godman Co. have declared a quar- 
terly dividend of $1.50 per share on the 
35,568 shares of second preferred 
stock, payable Sept. 10 to stockholders 
of record Aug. 26. This payment to- 
gether with a similar quarterly pay- 
ment on the 3,000 shares of first pre- 
ferred, payable Sept. 1, will make a 
disbursement of $57,852 in September. 
Since the stock set-up reorganization 
of four months ago all dividends have 
been paid in cash. The concern oper- 
ates 19 units in Columbus, Lancaster 
and Logan. 


BUFF SOLES 


Boston, Mass.—Buff soles, new in use on 
fine slippers, are of bark tanned leather of 
extra quality. The grain is buffed off, with 
either a knife or an abrasive, to get a velvet 


finish. The soles themselves are extra flexible. 
The velvet finish is attractive to the eye. 


Starts New Store 
Tacoma, WasH.—William Harbke, 
well-known shoeman of this city, has 


leased a shoe store site in Portland 
that will cater to shoe needs of the 


entire family. 





BETTER TAKE IN THESE TRADE 
EVENTS 


New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo, 
Sept. 9, 10, 1! 
National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel, 
Pittsburgh, Pa. .......... Sept. 10, 11, 12 
N.S.R.A. Style Conference, Hotel Astor, 
New York Sept. 24, 25 
Spring (1935) Leather Opening, Hotel 
Astor, New York Sept. 24, 25 
National Shoe Retailers Association An- 
nual Convention (city to be announced 
later) Jan. 6 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufacturers Asso- 
ciation, St. Louis, Mo....Jan. 7, 8, 9, 1935 
Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Minn., 
Jan. 13, 14, 15, 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids Jan. 20, 21, 22, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 


Jan. 21, 22, 23, 1935 


1935 
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About People 


Hobby of Shoes and Horses 


PORTSMOUTH, O.—L. L. Lindsey, 
Field Sales Supervisor of the Selby 
Shoe Co., with special attention given 
accounts and Arch Preserver stores in 


L. L. LINDSEY 


Chicago, Milwaukee, Indianapolis and 
New York City, gets a great “kick” 
out of his two chief pleasures, selling 
shoes and horseback riding. 

His horse, “Lorene,” was presented 
to Mrs. Lindsey by Roger Selby, presi- 
dent of the Selby Shoe Co., from his 
stable of blooded Arabian steeds. 

Mr. Lindsey enjoys many a canter 
at his summer home in Northville, 
Mich., which is just a short way out 


of Detroit. 


H. E. Maddox Promoted 


AMARILLO, TEXAS—H. E. Maddox, 
who has been with Levine’s Depart- 
ment Store in Pampa, Texas, has been 
promoted to manager of the shoe de- 
partment of the Levine store in Amar- 
illo, Texas. The shoe section of Levine’s 
in Amarillo has been thoroughly over- 
hauled, and it is planned by Mr. Mad- 
dox to give special attention to men’s 
and children’s shoes, bringing that sec- 
tion up to the high standard main- 
tained in the women’s section. Arch 
type shoes are being stressed by Le- 
vine, and Enna Jetticks are being 
carried for Fall showings. 


Omaha Changes 


OMAHA, Nes.—Browning, King & 
Co., retail clothiers, entered the field 
again in Omaha Aug. Ist in the new 
three-story building at Douglas and 
Fifteenth Streets. Charles Lowe, for 
the last three years in charge of 
the shoe department for the Alperson 
Clothes Shop, will be in charge of the 
men’s shoe department for Browning, 
King & Co: It has been decided to 
carry the French, Shriner & Urner $10 
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and $12 lines in the new shop. W. A. 
Pirsche is buyer of the boys’ shoe 
section. 

The Alperson Clothes Shop will in- 
stall three lines in the department va- 
cated by Mr. Lowe. The lines will sell 
at $7.50, $10 and $12. Alperson’s have 
not yet decided just what factory out- 
put will be used. Neither has the buyer 


and manager been selected. 


W., J. Stevens Retires 


PortTsMouTH, O.—W. Joseph Stev- 
ens, who has worked in shoe factories 
in Portsmouth and Huntington, W. Va., 
for 59 years, has retired. He served as 
foreman in the Perry Norvell Shoe 
Co, plant at Huntington when he re- 
tired and was presented with a gold 
watch and charm. He also served as 
foreman in the Excelsior Shoe Co. in 
Portsmouth for 24 years. 


Padgett Goes to Grand Rapids 


OMAHA, NEB.—William P. Padgett, 
assistant manager of the shoe depart- 
ment for Goldstein-Chapman Co., for 
several years, has taken over the man- 
agement of the shoe department of 
Bon Marche, Inc., in Grand Rapids. 
F. Hewitt, for three years with Gold- 
stein-Chapman Co, in another capacity, 
has been appointed assistant manager 
and buyer for the shoe department, 


C. E. Dowling Recovered 


PortsMOUTH, O.—C. E. Dowling, 
secretary of the Vulcan Corporation, 
makers of lasts, wood heels and golf 
clubs, has returned to his desk after 
treatments in a Columbus hospital for 
five weeks. He is now able to be at 
his desk for a part of each business 
day. 


Dixon Buyer At Hudson's 


Detroit, Micu.—C. Guy Dixon has 
succeeded Warren Thompson as man- 
ager of the basement women’s and 
children’s department at J. L. Hudson 
Company. Dixon comes from Washing- 
ton, where he was buyer as well as in 
charge of shoe merchandising for the 
Palais Royal. 


Robert Doolittle Changes 


DETROIT, MicH.—Robert Doolittle 
has left the staff of Crowley-Mil- 
ner & Co., department store, where he 
was assistant department manager, to 
become manager of the Enna Jettick 
department in J. L. Hudson Company. 


Haggerty Will Probated 


WASHINGTON C. H., OH10—The will 
of the late M. J. Haggerty, president of 
the P. Haggerty Shoe Co., who died 
here recently, divides his estate among 
relatives and leaves $2000 to St. Col- 
man’s Catholic church. 


Steel Box Saved Toes 


Lynn, Mass—A truck carrying a load of 
3500 pounds ran over the toe of the shoe 
of a worker in the General Electric factories 
here. He pulled off his shoe, found his toes 


to be safe and sound, and went on with the 


day's work, 
He had on a pair of shoes with steel boxes 
in the toes. A number of shoes for workmen 


are now made that way. 


D. E. Border, Cort Manager 


Canton, 0.—Announcement is made 
by the Cort Shoe Co. of the appoint- 
ment of D. E. Border as manager. He 
was formerly manager of the Roxy 


Shoe Store, recently discontinued, 


Installs Foot Clinic 


CoLUMBUS, O.—Greiner’s, Inc., op- 
erating the oldest shoe store in Colum- 
bus, which has been in one location for 
more than 60 years, has installed a 
-tranch of the Orthemac Foot Clinic. 
This consists of a foot adjuster de- 
signed to manipulate the bones of the 
foot into normal position. The store 
is operated by Robert and Harry 
Greiner, both of whom operate the 


clinic. 


Dancing Sheep 

PEeasopy, MAss.—Tanners have suc- 
ceeded in producing new bright colors 
on dancing sheep, as they call a new 
class of chrome tanned sheep which 
they are making for dancing slippers. 

They are also working on new colors 
on sheep for vamps and quarters of 
street shoes. They took some of the 
ideas that they used in making white 
chrome sheep for Summer shoes, added 
to them a few new ideas that they 
thought up, and succeeded in producing 
sheep leather for Winter as well as for 
Summer shoes. 


Columbus Selling Suede 


CoLuMBuUs, OHI0O—The fall season 
in woman’s footwear has opened aus- 
piciously in the shoe department in 
the Fashion with brown and black 
suedes, gabardines and knit fabrics sell- 
ing to a marked extent. Other mate- 
rials such as the Tree-bark or prob- 
ably better known under the trade 
name of Val-Calf are also attracting 
attention. 

Suedes in brown make up about half 
of the demand with black suedes and 
gabardines coming in for a good share. 
The tie, mostly the four-eyelet effect, 
is selling well. In oxfords there is a 
good demand for the combinations of 
leather and fabric and the cutouts. 

A leather which is going good at the 
Fashion is the crushed kid with stitch- 
ings over the toes and along the sides. 
This rough surface leather has struck 
a chord in many of the customers. 

Straps under the name of the semi- 
sandal in leather and fabrics are being 
shown by the Fashion with good re- 
sponse. 
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Lower East Side New York Store 
Stages Contest 


Showing the crowd in front of the Tenzer shoe store at end of contest. Note 


elevated structure to the right, and the washing hanging out of the windows. 
A typical lower East Side scene. 


NEw York, N. Y.—Down the lower 
East Side there is a corner family 
shoe store that is doing a really fine 
job selling quality, branded merchan- 
dise. This is the store owned by T. 
(Ted) Tenzer, at 82 Ist Avenue. Even 
though his store has the hardest kind 
of price competition ranging all the way 
from shrieking continuous sales to push 
carts and to basement places selling 
shoes, Tenzer has consistantly held to 
established prices of his advertised 
brands. 

“Once a pal to the boys, always,” 
says Mr. Tenzer. “Last year I listened 
to ‘Keds’ Harquail, and tried out one 
of the United States Rubber Company 
contests. It was so successful that this 
Spring the youngsters came in to ask 
when this year’s contest would begin, 
so I just had to put one on.” 

And here is an outline of the contest 
that he did put on, and that sold 649 
pairs of Keds for him, as told by Mr. 
Tenzer himself, 

“We determined upon a prize contest 


and Sam Gold, my manager, trimmed 
a Keds window featuring thirteen 
prizes for both boys and girls. They 
included a bike, baseball outfit, roller 
skates with Bike-Keds attached and 
keds. 

“Each youngster who had entered 
the contest last year was sent a card 
notifying him of the new opportunity 
te win one of our prizes. Then we 
gave a coupon to each child when he 
bought a pair of Keds. 

“The contest started May 25 and 
ended July 18. We featured all regu- 
lar merchandise at regular prices, and 
despite the distress caused by unem- 
ployment in this area, 649 pairs of 
Keds were sold, with which result I am 
quite pleased. ; 

“This contest closed on July 18, 10.00 
A.M. As early as 8.00 o’clock the boys 
began to arrive, and at 10.00 o’clock I 
had to call the Police Department for 
help to keep the crowds from breaking 
my windows and stopping all traffic.” 





Building Sales Effort 


Detroit, MicH.—R. H. Fyfe and 
Company are continuing with the new 
policy of building up sales efforts, ac- 
cording to Steven J. Jay, manager of 
personnel. “We are shooting facts and 
examples to the sales staff, instead of 
just general theories,” Jay said. 

The keynote of this new program is a 
weekly Saturday morning sales -meet- 
ing. This is held forty-five minutes 
before regular sales opening time. At- 
tendance is usually one hundred per 
cent, and clerks are anxious to get 
down, because a live program is put on. 

A series of generalities are first 


given, followed up by actual examples. 
A single sale is taken up and followed 
through, week after week. Employee 
expression is encouraged, thereby build- 
ing up interest. 

In an effort to build August business, 
a “twenty per cent contest” is being 
held. The store’s nine departments 
are teamed against one another, with 
the winners given prizes respectively 
of $100, $50, and $25. This is based 
on the largest percentage of increase 
of sales. A goal of twenty per cent is 
set, and this was approached. As a 
matter of psychology, the control chart 
showed the goal as 120 per cent, with 
successive five per cent increases beyond 
that, setting a high goal to aim at. 











For Those 
Extra Sales 


EVANS 
SLIPPERS 


No. (460R Dark Tan 
kid opera, hand turn- 
ed, kid lined, brown 
patent band and 
quarter, stocked in 
sizes 6— 12, widths 


to D 
In Stock 


MAKE-UP NOVELTIES 
SCUFFS, PULLMANS, ETC. 


No. 3211R Wine and 
Black cross strap 
seuff, kid lined, 
stocked in sizes 6— 


, in whole sizes 


You have just sold him a needed pair of 
shoes ... he’s still in the buying mood 


. and can be sold a pair of Evans’ 
House Slippers—easily. 


But your stock of sizes and styles must 
be complete. Let the Evans’ Instock 


catalog help you. Copy on request. 


L. B. EVANS’ SON CO. 
Wakefield, Mass. 


No. 1482R Blue kid, 
hand turned opera, 
patent insert, also 
stocked in wine, green 
and red, sizes 

E width 


In Stock 


No. 1505R Brown, 
full grain, padded 
sole opera, crepe 
lined, also stocked in 
black, blue and bur- 
gundy, sizes 6—12. D 
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TWINKLE TOES 


In Flesh In Black 


There’s only one effective way to test what Fairy 
Twinkle Toes can do for you... put them in 
your window and compare results! 


Evening sandals are displayed to fullest advan- 
tage on Fairy Twinkle Toes, especially the open 
toe styles. Now there are two Fairy Twinkle 
Toes to afford complete display facilities . . . the 
flesh for dark toned sandals . . . the black for 

















SHOE FORM CO. 


AUBURN, N. Y. 


Licensed Manufacturing Branches 
United Last Co., Ltd., Montreal, Que. 
Paris, France 
Melbourne, Australia 


Northampton, England 
Frankfort, Germany 


pastels. 




















Fairy Twinkle Toes are lightweight, washable 
and economical. 
ers into your store! 


And they'll bring more custom- 


Send for our booklet of suggested displays that 
are getting results all over the country. 














Store 
Changes 


New Retail Shoe Firm 


HUNTINGTON, W. Va.—Collins and 
Hait have opened a family shoe store 
at 319 Tenth Street. Many well known 
lines are being featured such as Enna 
Jettick, Freeman, Walk-Over and Bus- 
ter Brown. E. P. Collins, vice-presi- 
dent and general manager, was man- 
ager of the local Kinney shoe store for 
the past eight years. He is also trea- 
surer of the Huntington Retail Shoe 
Association. H. B. Hait, who is both 
the president and the treasurer, has 
been a successful merchant in this town 
for a great many years. 


Modern Shoe Salon 


OmaHA, Nepr—An ultra modern 
shoe salon with the atmosphere of a 
drawing room was opened by the Bran- 
deis Stores, Aug. 20. Located on the 
second floor, it is a fitting companion 
to the smart shop on the first floor 
which features the lower price foot- 
wear. 

This drawing room shop is decorated 
in beige and brown. Its exclusiveness 
is made certain by its setting. Two 
steps set it off from the store proper. 
Heavy hangings and deep brown rugs 


tone in with the beige furniture which 


is decorated with chromium plating. 
The walls of futuristic design are of a 
beige veneer. All stock is concealed 
behind these walls and Omaha women 
are able to walk before the long mir- 
rors set artistically against the walls 
just as they would in their own homes. 

This shop, according to J. Orlikoff, 
manager, will feature I. Miller, Red 
Cross, Royale, Vanitti and J. & K. 
Footsaver Arch Support lines ranging 
in price from $6.50 to $12.75. 


Remodels Shoe Department 


KALAMAZOO, MicH.— Gilmore Bros. 
department store have remodelled their 
main floor shoe department as well as 
the entire basement. Both floors are 
finished in terraza. The main floor is 
managed by M. R. Eaglton. New show 
cases and concealed shelving make the 
department an outstanding one. 


Spectacular Shoe Salon 


SEATTLE, WasH.—Opening of the 
new women’s and children’s shoe sec- 
tions on the first floor of Frederick & 
Nelson, Seattle unit of the Marshall 
Field organization, is now set for Sept. 
4. As craftsmen carve out one of the 
most spectacular shoe salons of the 
Coast, F. & N. announce with charac- 
teristic inspiration that it is taking an- 
other step in its constant program of 
improvements, that it wants to be: 
“Forever incomplete . . . constantly 
moving forward .. . the tradition of a 


great and far-flung organization . 
leadership, in keeping . . . not merely 
abreast . . . but ahead of the Times!” 


New Kinney Store 

Des Moines, lowa—The Kinney shoe 
store meets the new Fall season with 
a new store at 608 Walnut Street, leav- 
ing a location it has used for 15 years. 
The change places the shop in a busier 
section of the shopping district. 


Opens Family Store 


HICKSVILLE, OH1I0—Earl Echhart has 
opened a new retail shoe store here un- 
der the name of the Taylor store. New 
shop merchandises footwear for the 
entire family. 


Buys Third Store 


PASADENA, CAL. — Ray Johnson, 
owner of Johnson’s Shoe Stores, has 
purchased the Page Shoe Store at 255 
East Colorado Street. This store, op- 
erated for many years by E. B. Peers, 
has one of the most central locations 
in the city. Mr. Johnson has been in 
the shoe business here for 10 years. 


To Open Own Store 

Satt Lake City, UtTan—J. P. 
Schiller, manager of the Thom McAn 
store, has resigned preparatory to open- 
ing his own shoe store at Long Beach, 


Ca)., where he will handle men’s and 
boys’ shoes. 
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125,000 Shoes Sold in Ten Hours 


New York, N. Y.—The firm of Max 
Kalter & Co., Inc., wholesale auction- 
eers, together with the company’s asso- 
ciates, Messrs. A. Schaap & Sons, 
Charles Levy, and Feldstein & Jacobs, 
this city, made a record sale of Beck 
Hazzard men’s, women’s, children’s 
shoes, sandals and rubber footwear on 
Aug. 22 and 23. In the two five-hour 
selling periods, during which time no 
less than 250 people crowded the auc- 
tion rooms, upwards of 125,000 pairs 
were sold. The bidding was rapid and 
the shoes sold in large lots. Approxi- 
mately 40,000 pairs of the footwear 
were men’s, 40,000 odd women’s, 10,000 
misses, children’s, and boys, and 35,000 
pairs were rubber and tennis. The foot- 
wear brought prices which were termed 
as being fair to good. Max Kalter be- 
lieves the liquidation of the Beck Haz- 
zard stores to be rather unique, as the 
stores were acquired by the Kalter 
firm from the receivers in March of this 
year, and at that time there was an 
inventory of approximately $600,000 
worth of footwear, and under the terms 
of their purchase, were obligated to 
take delivery from the manufacturers 
of almost $300,000 worth of shoes then 
on order, every pair of which shoes 
the Kalter firm took in. 

Mr. Kalter states: 

“To show the improvement in con- 
ditions over a year ago, our overage 
business while we were operating these 
stores was almost 40 per cent ahead 
of the same period a year ago, and we 
sold the good-will of 57 out of the 61 
stores acquired, whereas a year ago it 
was practically impossible to sell the 
good-will of any business.” 

The good-will of the business itself, 
that is to say the name of Beck-Haz- 
zard and of Hazzard Shoes, was re- 
acquired by R. P. Hazzard, of Gardiner, 
Me. 
A few of the shoe buyers and repre- 
sented firms at the auction were: Jean 
Clark, Filene’s; Jordan Marsh, Bos- 
ton; Col. Jake Wolf, Ira Watson, Knox- 
ville; Dr. Normand, Lit Bros., Phila.; 
May Co., Baltimore; Weiboldt’s, Chi- 
cago; Sam Linsner, L. & W., Phila.; 
Morris Weis, Triangle Shoe Co.; Nor- 
wood Shoe Co.; Star Shoe Co., Boston; 
Mr. Ladd, Jacksonville, Fla.; Mr. Lev- 
enstein, Staten Island; Miss Dunbar, 
Namm’s; Hearn’s, New York; Norton’s, 
New York; Bloomingdales, New York; 
Al O’Shay, of A.M.C. and Gimbel’s, of 


Milwaukee. 


Garner in New Store 


HuNTINGTON PARK, CAL.—Ray Gar- 
ner, who for several years operated the 
Sitzi Shoe Store at 6411 Pacific Boule- 
vard, a salon type store, has moved to 
6407 Pacific Boulevard, where he has 
established an open shelving store 
known as Ray’s Shoe Store. The stocks 
of men’s and children’s shoes have been 
doubled. The new store is 18 by 70 
feet and has extremely deep modern 
show windows. About 30 chairs are 
installed. 


September |, 


PANCO 
STA-TITE 





1934 


exponen nA a 


A wire mesh, embedded 
in the very base, holds 
nail heads firmly, and 
makes edges permanently 
tight at all times. 


Wearing thickness is about 
double that of the ordi- 


nary heel. 


a° 
MAN WHO 
WEARS THEM 


The first impression of neat- 
ness and superiority is borne 
out by neat, life-long, snug-fit 
and longer wear. 

Panco Sta-Tite heels are one of 
the details which impress the 
customer with the value of 
your shoes. 


They cost no more than any 
good quality heel. 


PANTHER PANCO CO. 


CHELSEA, MASS. 
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Men's Shoes 
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Women's Shoes 
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KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 
No. 156 Black 
Kid $2.35 
VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 








Vv 
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LASSIE 


— 


R1100 Genuine Silver Kid...........see00+ $3.35 

R1104 Black Faille, Silver Kid Loop Strap. 2.35 

R1106 White Faille, Silver Kid Loop Strap. 2.35 

aie Black K 2.35 
i 





R4130 Black Velvet, Satin Stripping......- 2.00 
42 Last—Medium Toe—20/8 Louis Heel 
A to C Width 


The following numbers also carried with 10/8 
Block Heel—R1100—R4126—R4128, 


Send For Complete In-Stock 
Bulletin of Smart Evening Sandals 


Terms 2% 10 Days, Net 30, F. O. B. Factory 


HANNAHSON’S SHOE CO. 
HAVFRHLL MASSACHUSETTS 

















New Santa Ana Store af 
SANTA ANA, CaL.—Walter Lewin, 
who has been manager of Barnett’s 
Bootery here and who has been in the 
employ of that company for seven 
years, has opened a new women’s shoe 
store in the 400 block on North Main 
Street. The new store is featuring 


novelties in medium prices but carries 
a complete stock. 





INDIANAPOLIS, IND..—lIn_ Indiana, 
Four-H-Club’s are holding educational 


classes on proper footwear and care 


of the feet. Special instructions by 
foot experts are being conducted regu- 


larly. 


Open Air Foot Health Class 
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The photograph shows V. E. Gebaur, 
authority on proper fitting shoes, and 
manager of the children and misses’ 
shoe department at Marott’s shoe 
store, conducting one of the open air 
classes at the Indianopolis Boy Scout 
reservation camp. 








N. Y. Convention 
Registrations Heavy 


BUFFALO, N. Y.—The rate of reser- 
vations for the convention of the New 
York State Shoe Retailers Association, 
according to Irving Bauer, general 
chairman of the convention committee, 
is running ahead of that at Albany 
last year for the same period of time 
preceding the gathering. Headquar- 
ters will be at the Hotel Statler which 
already has received a large number 
of reservations. The convention will 
be held Sept. 9, 10 and 11. The com- 
mittee will hold another meeting on 
Aug. 23, at which time arrangements 
are expected to be perfected to the 
point where it will be possible to order 
the printing of the program. Harry 
Gibson, chairman of the committee on 
speakers, is rapidly rounding out his 
branch of the program but has pro- 
gressed sufficiently so that it is safe 
to say that those who attend will be 
more than be repaid in the ideas they 
gain from leaders in the merchandis- 
ing of shoes. The recreational fea- 
tures, including the luncheons, stag 
party and banquet, already are com- 
plete in practically every detail. 

Visitors to the city doubtless will 
be interested in the steps taken by the 
local shoe association to bring about 
a seven o’clock closing hour, excepting 
Saturdays, holidays and the two weeks 
period before Christmas and Easter. 
The Chamber of Commerce of the city 
has taken-a lively interest in this sub- 
ject and it looks as if the shoe dealers 
of the city and environs will be pio- 
neers in bringing about more reasonable 
closing hours for all retail businesses. 

Harry A. Gibson, chairman of the 


speakers’ program, has announced the 








following well-known leaders in the 
shoe trade as speakers: Maurice Mit- 
telman, president of the Nationa] Shoe 
Retail Association; John Slater, New 
York City; William F. Toher, Oneida; 


Charles E. Knox; William Pidgeon, 
Rochester; Harry R. Terhune, field 
editor, Boot AND SHOE RECORDER, New 
York City; William Warren Smith, ad- 
vertising manager of the Buffalo Eve- 
ning Times; Harold F. Quimby, editor 
of Shoe Styles Digest; Irving Bauer, 
Watters Co., Buffalo, chairman of the 
General Convention Committee; A. H. 
Geuting, chairman of the N.R.A. code 
committee of the National Association; 
Jesse Adler, New York City; Hon. 
George J. Zimmerman, Mayor of Buf- 
falo; D. F. Butler, Philadelphia, Pa., 
who will speak on fire insurance for 
the shoe retailer; John J. Holden, man- 
ager of the National Association, New 
York City; Prentiss T. Burtis, presi- 
dent William Hengerer Co., Buffalo. 





Joint Shoe Meeting 


DETROIT, MICH.—Detroit Retail Shoe 
Dealers Association and the Michigan 
association have decided upon a joint 
annual meeting, Tuesday, Oct. 9, at the 
Fort Shelby Hotel here. A large ban- 
quet, with notable speakers, including 
John Holden, manager of the National 
R.S.D.A., is being lined up by a com- 
mittee headed by Nathan Hack and 
Clyde K. Taylor. 





NEW TIP 


Boston, Mass.—A new tip on novelty shoes 
is made by running five rows of fine stitching 
across the vamp on the tip line, and panelling 


it with weavings of strpping of white. 
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The Goodyear Turn Process 
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BOOT STOCK 


in America 
Demestic and Imported 
For Immediate Delivery 
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Boots for Riding 


Field, Hunting, Aviation 
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Complete Catalog 
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New Kinney Providence Store 


Provence, R.I.—Kinney’s has 
moved to Westminster Street, the loca- 


tion of the former Walk-Over Shoe 


Store. The store had its official open- 
ing on Aug. 18, on which day Albert 
Fineberg, manager, reports a gratify- 
ing volume of business. 

The new store is a large one, occupy- 
ing space approximately 33 feet by 78 
feet. It occupies a corner location, giv- 
ing them three large display windows 
on the side street, which is a heavily 
traveled street, and two fine windows 
fronting on Westminster Street, the 
city’s main shopping street. 
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Tupper, Inc., Opens New Factory 


New York, N. Y.—The Tupper Slip- 
per Corporation of Brooklyn last week 
furthered the continued expansion of 
their business by announcing the open- 
ing of a new factory for the manufac- 
ture of high quality footwear, adopting 


ARTHUR H. TUPPER 


the slogan—“Footwear Designed for 
Gracious Living.” The new factory, 
with spacious and beautifully deco- 
rated offices and showrooms, occupies 
the entire 15th floor of the building 
located at 352 Fourth Ave., New York 
City. The new factory will be known 
as Tupper, Inc. 

Arthur H. Tupper, president of the 
firm, originally established the business 
in 1928 at 200 Tillary Street, Brook- 
lyn, for the manufacture of slippers, 
and a steadily increasing business 
there necessitated the removal in 1931 
to 25 Lafayette Street, Brooklyn, the 
present location of Tupper Slipper 
Corp. 

The Brooklyn factory manufactur- 
ing slippers later also became the home 
of Tupper Sandals. The demand for 
these lines became so great that it was 
no longer possible to maintain produc- 
tion and delivery schedules, and in 
order to solve this problem and to bet- 
ter the service, the new factory, Tup- 
per, Inc., has been opened in New York 
City where Tupper*Evening and Hos- 
tess Footwear of high quality will be 
manufactured. Tupper Slipper Corp. 
in Brooklyn will also continue the pro- 
duction of slippers and sandals. 

Mr. Tupper says: “These two fac- 
tories are the culmination of an idea 
that I have had for some time to segre- 
gate the manufacture of slippers, San- 
dals, Evening and Hostess Footwear 
and a plan that will set an entirely 
new standard for workmanship, style 
and value.” 

Last week Tupper Slipper Corp. an- 
nounced to the trade “Sol-Ease,” 
patent applied for, which is a new in- 
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termediate sole combining the ease and 
relaxation of the soft sole with the 
support and durability of the hard sole. 
A new line by Tupper featuring this 
sole innovation is now being shown to 
the trade in practically all styles, leath- 
ers and materials. 


MEN'S PUMPS 


Boston, Mass.—A demand for men's pumps 
is setting in. Several are starting to make 


them. Some are of the turn sort, for light- 
ness and flexibility, these to be used for 
dancing. Uppers are of patent or dull calf. 

The story is that dress for the occasion is 
to be most formal, and that occasions will be 
plenty the coming Fall and Winter social 
season. 


New Slipper Shop 


DENVER, COLO.—The women’s shoe de- 
partment at the May Co. is opening a 
new slipper shop with a capacity of 
1200 pairs of slippers of all types. The 
shop will occupy a space 15 feet long, 
will be lined with shelves on both sides 
and will be equipped with eight chairs. 
The finish is to be in walnut. The sec- 
tion will be identified by a conspicuous 
sign, “Slipper Shop.” 

Says Buyer Max Lackner, in com- 
menting on the new division: “We are 
really convinced that the slipper field 
now offers a big opportunity for de- 
velopment. It is one that in this terri- 
tory has probably never been worked 
as much as possible, and we intend to 
go after the business. A really com- 
plete stock is one of the things we con- 
sider most important in such a sec- 
tion.” 


After College Business 


DENVER, COLO.— Personal contact 
with fraternity members each fall 
brings in a lot of new business for 
J. W. Banks, Jr., manager of a Felt- 
man-Curme store here. Banks has fol- 
lowed the plan for several years and 
gotten excellent results every time. 

His scheme is to make a contact with 
a well known college man and have him 
accompany a store representative on a 
tour of the fraternity houses. No at- 
tempt is made to sell at the time. The 
representative merely exhibits the lat- 
est styles for young men and tells the 
price. 

Banks finds that as a few of the 
leading fraternity men begin to wear 
a certain shoe, the student body as a 
whole soon “follows suit.” 


Takes Over Lions Store 


New Brunswick, N. J.—Articles of 
incorporation have been filed for the 
J. and L. Corporation. Authorized 
capital stock is 100 shares without 
nominal or par value. 

The corporation was organized for 
the purpose of taking over the business 
formerly conducted as the Lions Shoe 
Store on Church Street. 

The incorporators, all holding 10 
shares are: Jacob, Benjamin and Ida 
Lichtenstein. 
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Wooden Shoes 


WASHINGTON, D. C.—A million pairs 
of wooden sole shoes are made an- 
nually, according to the U. S. Depart- 
ment of Commerce. More than 10 
firms make them. The factories are in 
New England, New York and the West. 


F, T. C. Charges Shoe 
Misrepresentation 


WASHINGTON, D. C.—Charging the 
use of unfair methods of competition in 
the sale of shoes in interstate commerce, 
the Federal Trade Commission has is- 
sued an additional complaint charg- 
ing misrepresentation of standard-built 
shoes as being designed especially by a 
physician and containing scientific fea- 
tures for promoting the health of the 
feet. The respondents in this case are 
A. Schwartz & Sons of Philadelphia. 

The respondents, selling the shoes at 
wholesale, designated them as “Dr. Al- 
len’s Golden Eagle Fut Fitters Scien- 
tifically Designed for Growing Feet,” 
but the commission’s complaint charges 
them with false and misleading repre- 
sentations. 

It is alleged that their shoes are not 
made in accordance with the design of, 
or under the supervision of a doctor, 
and that they do not contain scientific 
or orthopedic features which are the 
result of medical advice or services, as 
represented. 

The complaint also charges that “the 











use by respondents of the words ‘manu- 
facturing wholesaler’ on their station- 
ery, when in truth and in fact said 
respondents are not manufacturers, has 
unfairly diverted trade from and other- 
wise injured and prejudiced respon- 
dents’ competitors in interstate com- 
merce.” 

Sept. 21 is the deadline for filing an 


answer to the charges. 





Python Skins 


A news dispatch from India says that the 
government plans to stop the killing of 
pythons for their pelts, fearing extinction of 
the species, a great many of which have 
been slaughtered, their pelts being made 
into leather for shoes. 





Increases Floor Space 


Des MOINES, Iowa.—H. E. Jaffee, 
manager of the shoe department at 
Wolf’s, announces an increase of a third 
more floor space and the addition of new 
wall cases, made necessary by the ex- 
pansion of business. He believes the 
increase due to connecting the shoe 
department closely with the ready-to- 
wear and millinery selling, Wolf’s 
being a store devoted to these lines. 
He believes shoe departments ad- 
mirably suited to stores handling these 
departments. 

A $5 line of shoes is being added, 
making the range $5 to $14.50. The 
lower level previously was $6.75. 






Additional Schiff Branch 


Counci. BLuFFs, Iowa. — Opening 
of the Schiff R. & S. shoe store was 
held Aug. 25. 

The store occupies the location 
formerly used by the Kelley shoe store. 
It carries complete lines of shoes for 
men, women and children. 

The owner is the Schiff Company 
of Columbus, Ohio, which owns 230 
stores, including 15 in Iowa. Dave 
Woods, the manager, comes from Fort 
Dodge, Iowa. The first-day rush was 
handled by 20 employees. 





Carlisle Plant Enlarges 


NEw York, N. Y.—Carlisle Shoe 
Company, of 47 W. Thirty-fourth 
Street, New York, with their manu- 
facturing plant at Carlisle, Pa., are 
this week completing an addition to 
their factory which will add 15,000 
square feet to the present floor space. 
This increase was made necessary by 
the growth in business which the 
Carlisle factory is enjoying. 

According to M. M. Stollmack, gen- 
eral manager of the Carlisle Shoe 
Company, the addition will make for 
better deliveries to the trade. 

This week Mr. Stollmack announced 
the use of Trebark, a new leather, in 
two Carlisle stock shoes. Mr. Stoll- 


mack believes that Trebark should be 
a real stimulant to the shoe business 
for Fall. 
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Murphy With Air-O-Pedic 
Brockton, Mass.—Andrew Murphy, 


widely known salesman and for many 
years identified with Walter Booth and 
other well-known manufacturers in the 
New England territory, has recently 
taken over the complete line of the Air- 
0-Pedic Shoe Company in New Eng- 
land, and is now covering his new ter- 
ritory. 
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On the selling end 


News of the Travelers and Sales Activities 


W. W. Kiss Salesmanager 


Propr-Bilt Lines 


HUMBOLDT, TENN.—Due to the con- 
stant growth in popularity and volume 
of Propr-Bilt Shoes and the develop- 


ment of two additional juvenile lines 


W. W. KISS 
heads Junior Shoe 


O'Donnell Shoe Co. 


Who Div. of 


the O’Donnell Shoe Company of St. 
Paul, Minn., has established a separate 
unit for the supervision of their chil- 
dren’s business with headquarters in 
this city. 

The O’Donnell juvenile factory at 
Humboldt has been in operation for 
more than a year and a half and has 
gained definite recognition for quality 
workmanship. Hereafter all O’Donnell 
juvenile shoes will be stocked and 
shipped direct from the factory. 

W. W. Kiss, who has had a long 
experience in the children’s shoe busi- 
ness and is well known to the trade, 
has been appointed sales manager of 
the Junior Shoe Division and will have 
charge of styling and merchandising 
all the O’Donnell children’s lines. His 
headquarters are at the local plant of 
the O’Donnell Shoe Co. 

The new plans provide for the ag- 
gressive promotion of Propr-Bilt 
shoes, known as America’s first line 
of corrective juvenile shoes, and the 
further development of Orthoform 
Shoes, a competitive orthopedic line, 
and Nimblefoot Shoes, a line that is 
notable for its fine details of construc- 
tion and high quality in popularly 
priced Goodyear welts. 

The O’Donnell Shoe Company reports 
the enthusiastic approval of this plan 
on the part of the trade and a demand 
that is reflected in plans now under 
way for the enlargement of the Hum- 
boldt factory unit. 


Bearce With Douglas 


Brockton, Mass.—E. Stuart Bearce, 
for many years with the M. N. Arnold 
Shoe Company and well known through- 
out Western Pennsylvania, has joined 
the W. L, Douglas Shoe Company, and 
is now out in his new territory, which 
includes Southeastern Massachusetts, 


Rhode Island and Connecticut. 


Rivers Heads Cooperative Corp. 


BROCKTON, Mass.—Eugene N, Riv- 


ers, for many years identified with the 
N. B, Thayer Company and widely 


EUGENE N. RIVERS 
Salesmanager Brockton Co-Operative 
Corp. 


known throughout the Eastern section 
of the country, has been made sales 
manager of the Brockton Cooperative 
and Vita-Flex Shoe Corporations, ac- 
cording to an announcement issued last 
week by Charles Christy, general man- 
ager of both factories located here. 

Mr. Rivers, who has established a 
reputation in boys’ shoes, in addition 
to supervising the sales force of the 
Cooperative line and the new Christy 
Vita-Flex line, will continue his con- 
tact with a large number of key retail- 
ers for both of these firms on the men’s 
and boys’ lines. 

Addition to the sales force of both 
companies also include Henry Mc- 
Creary, formerly with the Hurley Shoe 
Company, who will cover Pennsylvania, 
Ohio and Michigan, with the Vita-Flex 
and Cooperative lines and Daniel 
J. Kelley, for many years identified 
with the Curtis Shoe Company, who 
will cover New York City, New York 
State and New Jersey with both lines 


of this well-known Brockton house. 
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SWING INTO FALL 
with 


SWAN SLIPPERS 


No. 2300—$1.50 
Ne. 2340— 1.80 
Full grain Tan, Black and colors. 
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Quality materials and workmanship, and good fitting 
lasts combine with attractive prices to again make SWAN 


padded sole slippers an outstanding value. 


Fall, with its slipper volume, is just ahead. Let our 
In-Stock and Special Service departments co-operate with 
you for your biggest year in quality slippers. We suggest 
that you go over our line with the SWAN salesman in 
your territory. 


No. 2770—$1.25 
No. 2760— 1.50 


Full grain Blue, Green, Red and 
Black. 


Ask for our catalog illustrating all of our products. Sam- 
ples of any particular styles you may wish to see will be 


forwarded gladly. 


Men 

Ne. 2100—$1.50 
No. 2400— 1,85 
No. 2440— 2.10 
Women 

No. 2150— 1.25 
No. 2450— 1.75 
No. 2470— 1.85 


The 2100 and 2150 All-Shearling. 
The others full grain. 


Chicago Office 


209 S. State St. 
Harrison 5050 


SWAN SHOE CO., Ine. 


2201 Aisquith St., Baltimore, Md. 


Los Angeles Office 
218 E. Eighth St. 


New York Office 


705 Marbridge Bldg. 


Wisconsin 7-8962 Vandike 2735 


No. 1400 Calf 
6-12, 12%2-3 
$1.15, $1.25 


Ne. 1440 Kid 
6-12, 1242-3 


$0.95, $1.05 
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Smart Sport Shoes Active 


Los ANGELES, CALIF.—Suede comes 
first so far in early autumn demands 
at the J. W. Robinson Company’s fine 
shoe department, according to Paul 
Kirsh, buyer and manager. 

“The surprise of the early fall sea- 
son in our store as probably elsewhere, 
says Mr. Kirsh, “is the demand for 
blue. We assume replacement is the 
answer to this demand but, of course, 
we never can be sure of that. We find 
this demand in kid, suede, and in fab- 
ric. 

“A remarkable growth in sales has 
developed recently in smart sport shoes. 
Among these tweed with calf trim has 
shown a surprising spurt of speed. 
We have this in a sort of ghillie type, 
a pump, and an oxford. The oxford 
with a shawl covering the laces and 
stays has proved especially popular. 
inw Natural leather heels are, of 
course, most in demand. 

“Peasant type sport shoes have made 
a big hit and are gaining every day. 
Some of these are in bright colors but 


the duller shades hold the margin.” 


Adds Shoes 


East LIVERPOOL, OH1I0—Hoffrichters, 
new store for women’s apparel and 
footwear, has been opened. The new 
store will maintain a complete foot- 
wear department for women and 
misses, with all new fixtures and ap- 
pointments. 


Sells Store 
St. Marys, On10—Morris Kaye has 


sold an interest in his retail shoe store 
at St. Marys to Joseph A. Gunderman 
of Sandusky, Ohio, who has _ taken 
charge of the store as its active man- 
ager. 


New Douglas Store 
LovIsviLLE, Ky.—The Douglas Shoe 


Company has leased a store at 409 


Fourth Street and are making elaborate 
alterations and will open shortly. 


Berland's Remodels 


Cuicaco, Itu.—Berland’s remodeled 
their 12 W. Washington Street Store 
by building a new front in modern- 
istic style—in fact the entire store 
has been remodeled in modernistic 
style. The hosiery and purse depart- 
ment has been doubled. Mr. Goldberg, 
manager, believes he will show a big 
increase this Fall as the early buying 
has started. Suedes and Gabardines 
are selling very rapidly. Mr. Gold- 
berg also finds a demand trend to- 
wards short vamp shoes. 


Reversed Calf Sales Active 


DeENveR, CoLto.—An exceptional de- 
mand for the new Bucko or heavy suede 
shoes for men is reported by J. W. 
Banks, Jr., manager of a Feltman- 


Curme store here. 





“We really look for this line to be 
one of our biggest sellers this Fall,” 
says Banks. “The black and grey com- 
binations are particularly good. Ap- 
parently many men who wore sports 
shoes for the first time this Summer 
liked the style so well they want to 
continue with something novel.” 


Consolidates Stores 


PROVIDENCE, R. I.—The Arch Pre- 
server Boot Shop, located at 186 Union 


Street for several years, has been 
closed and the business consolidated 
with their department at the Sullivan 
Co. William F. Hynes is manager of 
the Arch Preserver business, and Wil- 
liam F. Giblin, assistant manager. 
The Arch Preserver department at 
the Sullivan Co. had recently been 
added, the store previously having ca- 
tered exclusively to men’s trade. The 
women’s department proved so success- 
ful that the entire business was re- 
moved. The location is highly desir- 
able, being situated within a minute’s 


walk of the city’s busiest corner. 


Light on Sandals 


Boston, Mass.—In Filene’s they put 
dancing sandals, the kind that have 
diamonds, sapphires or rubies on their 
straps, into a glass case, and they 
turn the rays of a hidden spot light 
on them so that they look like a blaze 


of shoes. 
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“They Fasten with Prongs” 


Johnson's Adjustable CALLUS CUSHIONS 


Make any shoe more comfortable. 
$3.50 per doz. prs. Retail, 50c pr. 


JOHNSON PRODUCTS, INC. 
1145 _E. 22nd St., indianapolis, tnd. 




















Jones Store Enlarges 

Kansas City, Mo.—The Jones Store 
Company is enlarging its shoe depart- 
ment about 50 per cent and making a 
complete change in the arrangement. 

A Modernette shop has been opened 
on the balcony of the shoe department, 
as an entirely new feature. This will 
cater to the young miss and young 
lady, with prices $3.95 and $4.95. This 
merchandise will be copies of high 
priced shoes. While the Modernette 
shop is an individual department, it is 
still close enough that customers who 
cannot find what they want there can 
be fitted in the regular shoe section. 

S. L. Epstein is buyer for these de- 
partments. 
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Marked Increase for 
Work Shoes 


Boulder, Colorado— Mining activity ‘n 
Boulder County has had a marked influence 


on the demand for work shoes, which Clarence 
Burner, recently opening the Burner Family 
Shoe Store, is making a featured line. The 


miners want a very heavy shoe; most active 
price lines are $3.00 and $3.50. 


Brown Shoes Active 


Des Mornes, 14.—Brown shoes are 
being sold in equal proportions with 
black for the first Fall business, ac- 
cording to E, H. Biermann, of the 
Panor Shoe Company, :nd their stores 
in this territory expe . the volume to 
be in the same proportion. 

Some early demand for blues has 
been noted in their Des Moines stores, 
according to Mr. Biermann, which was 
something of a surprise. Demand for 
white shoes held up through the month 
of August with stocks of most shoe 
dealers ample to meet the demand. The 
Panor stores now number 11. 


Trade 
Literature 


"Slacks" Featured 


Los ANGELES, CAL.—The Jaffa Com- 
pany have just mailed to the shoe 
dealers in the western states a beau- 
tifully Nustrated catalogue featuring 
Fall shoes for women. There are 
over 125 styles of beautiful pattern 
shoes represented, all styled and car- 
ried in stock by this progressive firm. 

There is also listed many styles of 
the Slack Oxfords, so popular in the 
West, which are manufactured in Los 
Angeles and which have that “Holly- 
wood dash.” 

The Jaffa Company have distributed 
shoes in Los Angeles for the past 24 
years and enjoy an enviable reputation 
with the shoe trade of the country. 


Obituary 


Herman Grenpner 
ELK RIVER, MINN.—Herman Grenp- 


ner, a veteran shoe merchant of this 
city and who only last April celebrated 
fifty years in the shoe business in E)k 
River, died at his home at the age of 


77 years. Mr. Grenpner had many 
friends in the shoe trade to whom his 


passing was a great shock. 





Henry McLaughlin 
Los ANGeLEs, CaL—Henry Me- 


Laughlin, veteran Los Angeles shoe 


salesman, head of stock in the men’s 
shoe department at the May Company 
where he was employed for more than 
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20 years, died after a brief illness. 
Interment took place here. Few shoe 
men in southern California had a 
wider acquaintance than did “Mac” as 
evidenced by the very large attendance 
at his funeral services. 


Byron M. Elam 


ROCHESTER, N. Y.—Byron M. Elam, 
28, vice-president of F. S. Elam Shoe 
Company of Rochester, died Saturday, 
Aug. 25, after a long illness. Mr. 
Elam has been associated with his 
father, Fred S. Elam, in the manu- 
facture of shoes for the past eight 
years and was widely known and re- 
spected among the younger genera- 
tion in the shoe trade. Funeral ser- 
vices were held from the home of his 
parents, Mr. and Mrs. Fred S. Elam, 
31 Ridge Road, Rochester, on Tues- 
day, Aug. 28. 


Austin P. Hermann 


CHILLICOTHE, OHIO—Austin P. Her- 
mann died at the City Hospital Aug. 
25. Three weeks ago Mr. Hermann 
fell from the front steps at his home 
and sustained a broken leg. Other 
complications set in and these were 
beyond the power of specialists from 
this city and Cincinnati to combat. 

Mr. Hermann was prominent in the 
business, civic and social circles of the 
city and state and was one of the 
pioneer merchants of modern shoe dis- 
tribution. Forty-two years ago, in 
September of 1892, Mr. Hermann and 
his younger brother Charles engaged in 
the shoe business under the name of 
Hermann Brothers. From year to year 
this firm expanded and beautified its 
establishment until “HERMANN’S” 
was recognized as one of the leading 
footwear markets in the Middle West. 

Even as a boy Austin Hermann was 
persevering, active and full of adven- 
ture. When he was in his teens in 
1886 he joined up with a corps of Gov- 
ernment engineers and blazed a West- 
ern trail through to California and 
engaged in projects in San Bernardino 
Valley, Santa Ana and in the con- 
struction of Bear Valley Dam. FErom 
California he went to San Antonio, 
Tex., and became identified with Joske 
Bros., in charge of the dress depart- 
ment; later he accepted a like position 
in Abilene, Kan., and in Abilene he met 
Miss Grace Hodge, the daughter of 
the late Col. Wm. Hodge, who some 
years after became his wife. 

Mr. Hermann served the Ohio Re- 
tail Association as its president for 
several terms and remained with the 
organization as a director in later 
years. 

Austin P. Hermann was 68 years old 
at the time of his death and is survived 
by his wife, a daughter, Dorothy (Mrs. 
Rouloff Ermehouse, of New York 
City), a son, William Hodge Hermann, 
who will capably continue the business, 
and three brothers, Dr. George F. Her- 
mann of Cincinnati and Charles and 
Harry Hermann of Chillicothe. 
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‘Every 
WEW HOTEL 


3 

pes day 
HOTEL 
UOY 
UL | 


* 1200 Outside Rooms 
% 1200 ModernBathrooms 
* Circulating Ice Water 
* Finest R. C. A. Radios 
* Quiet—You Can Sleep 


* 4 Excellent Restaurants 
—Reasonably Priced 


* Complete Medical Unit, 
Health-Building Service 


* Every Transit Facility 


te. 


CRINOR 


CG Ww. RAMSEY, de, Manager 


Kf 


savers! 


SS TaN Coast to Coast. 


6M 


NT OT 


Chain 





Within a Few Steps 


* Convenient Location 


New York's answer to today’s demand 
for NEW hotel luxury at minimum cost! 
Every comfort and convenience gives 
you maximum value for your money 
++. fates begin at $3 a day for one— 
only $1 more for two. 


8. & O. Buses Stop at Door 
Opposite Pennsylvania Station 


7th Avenue at 31st Street 
New York City 





Shoe Salesmen!! 


EARN EXTRA INCOME 
SELLING— 


The stores you call on 


should stock Peds— 
Handy little stocking 
Nationally ad- 


vertised and sold from 


Made under U. 8S. Pat. No. 
Other patents pending 


Trade-mark Registered 


912539 


Some 


exclusive territories still open. 


Write experience, territory covered, accounts you call on, 
lines carried, references, and enclose snapshot. 


RICHARD PAUL, Inc. 860 S. Los Angeles St. 
MANUFACTURER -. 


Los Angeles, Calif. 


Store Efficiency 


records are made _ available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 


209 So. State St., Chicago, IIl. 





Whats _. 
Selling 


Navy Blue Surprise Color 


Los ANGELES, CALIF.—Navy blue in 
all materials where that color is used, 
notably in fabrics and kid, staged a big 
surprise here with the opening of the 
fall season at Gude’s, Inc., and it took 
some scratching around to meet the 
big demand. While the demand may 
come from replacement needs to re-fill 
blue ensembles, yet the demand has 
been there since August 15 and in big 
volume! 

Demand so far in blacks has exceeded 
demand in browns, especially in trim 
glove-fitting pumps and four-eyelet ox- 
ford ties. 

The demand for fabrics was some- 
what anticipated in the fall buying and 
while the stock has been ample to meet 
the demand, yet it has exceeded expec- 
tations in general purpose dress shoes 
ranging in price from $8.50 to $14.00. 
“There is absolutely no customer re- 
sistance when fabrics are presented,” 
that is the word coming from Gude’s. 
Gabardine has the edge on other fab- 
rics so far. 

Suede is running second to fabric 
and a close second for that matter. 

Among numbers in suede making a 
big hit is a glove-fitting number in 
black. It is a gored step-in with mass 


stitching on the tip and to a lesser ex- 
tent on the side. The heel is 20-8 con- 
tinental. “Just can’t keep these in 
stock!” says the informant. 


Browns Selling Good 

PUEBLO, COLO.—‘We’re looking for 
by far the biggest brown season in 
history,” reports R. T. Daveline, of the 
Guarantee Shoe Co., here. “To date, 
our sales on browns have been at least 
40 per cent higher than any other year 
in history—and the demand for them 
seems to be increasing almost daily. 
Another interesting trend is the in- 
crease in demand for patents. We’ve 
been selling a lot of them in all lines 
carried, and we’ve had many demands 
for items not in stock. Kid and suede 
combinations have also been very 


strong.” 


Work Shoes 


Lynn, Mass.—The General Electric 
Co. plants here are supplying their 
employees with shoes made especially 
for their workers. The equipment bu- 
reau of the G. E. plants have put in a 
stock of shoes made especially for men 
who work in the foundries, the machine 
shops, the motor departments and so 
on. 
It looks as if there might be an idea 
in this for retailers in other machinery 
cities. Producton of work shoes in- 
creased by 28.1 per cent for the first 
half of this year over the first half of 


last. There ought to be chances for de- 
veloping specialties in work shoes, like 
shoes that are fitted to the job as well 
as to the feet. 


"Want to Clatter" 


Boston, Mass.—Wooden heels are 
what a lot of youngsters are asking 
for. They say wooden, not wood, heels. 
They wish heels of leather on their 
shoes. Some frankly say they “want to 
clatter.” 


Atlantic City Shoe Display 


ATLANTIC CiTry, N. J.—A _ presenta- 
tion of Fall and Winter styles in shoes 
with scuffless “Pyrahee)” is a feature 
of one of the Boardwalk windows of the 
Du Pont Exhibit. The models shown 
include the pump, oxford, T-strap, tie, 
and other popular styles, in kid, patent 
leather, suede and grain effects, both 
plain and in combination. All the lead- 
ing colors for Fall and Winter are 
represented. The shoes are from I. 
Miller and show the wide range of 
effects available in “Pyraheel” for 
women’s footwear. 

The background of the window is a 
Jarge winged panel in Jonquil yellow 
with sign legend in cut-out letters of 
brown, the predominating note being 
a large cut-off of a shoe in suede and 
leather. Illuminated letters of red 
Pyralin are used to spell the words 
‘Du Pont Pyraheels” at the base of 
the panel. 
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ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... USE 
RECORDER WINDOW DISPLAY CARDS 





TO DISPLAY YOUR SHOES EFFECTIVELY, 
you must merchandise 


Your Display 





VVVVVVVVVVVV VV VV 


RECORDER SHOW CARDS and COLORFUL PRICE 
TICKETS DO THIS IN A SOUND, 
CONSTRUCTIVE WAY 


FALL TICKETS AND CARDS 
NOW READY 


Samples sent on request 


SPECIAL OFFER TO PRICE TICKET USERS: 
With each ticket order, will include three show cards (8” x 14”), 
for $1.00 additional; assorted designs and colors. Sales messages 
on value, arch shoes, quality, service, fitting, style. Indicate type 
of message preferred. 








SEPTEMBER 


and the bay Season opens 


Here are 
SOME NEW 


Party Sandals 





SEPTEMBER 


Design: tones of green and red. 
dish brown on autumn yellow 
board. 


Size: 8” x 14” 


COMPLETE TEXTS 


sent on request 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
6 cards—On Store Service. 
Fitting, Quality, Etc. 
Single Cards: 60¢ each 
Without Text: 35¢ each 








September price tick- 
et—same coloring as 
above show card. 


To non-show card sub- 
scribers at prices 
listed below. 





Size 144” x 23%” 


song”? 










































































We 
A mn 
1995 | I'S 
it ra | + ' t 
lilt EOROER 
“L”: Cream board; “B”: Blue bar w ayers arvest .Q2"': Orange «7%, Orange an “OQ”: Rose des 
SES sre ee Re ee 
Trees. Size 14%” x 2%” 
Ne..... wisi 
Attractive Hand Lettered Price Tickets 
IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN STOCK — yuan 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen $2.00 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.09 nga 
_ “J’—Polly Clips for tickets: \% gross $2.25 
(adjustable—tilts at any angle) 1 gross $4.00 ; ret ll 
“K”—-Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 
CHECK WITH ORDER, PLEASE, unless C.O.D. preferred = 














red. 
low 


Ss 
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ORE SHOES | 


Annual Display Card Service 
Includes 
EXCLUSIVE FRANCHISE is given with annual card service 


to one merchant in an average size town, suburb or city shop- 
ping center. 


STORE WINDOW BULLETIN, supplies merchandising and 
display suggestions each month. 


SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may 
exchange any cards received for others of the current month, 
whose texts better cover their merchandising program. 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but 
not harmonizing with the show cards, supplied free, if pre- 
ferred to blanks; harmonizing tickets with prices as wanted, 
to assure well blended trim, are 35¢ per fifty, additional. 


HOLDERS 


Oval base — bur- | * | 
nished gold— pe, ee 
three color trim. Sr a rt ey 
and i 


seg . 


wits ssable 
acoonss wo buy 


Sc ee 


These modernistic 
holders take any 
size card. They 
harmonize with 
the finest of win- 
dow display fix- 


tures. 





i. 








Merchants Service Dept. 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, Ill. 












Select the Service You Wish— 
Mail Coupon—See Sales Jump! 


SERVICE NO. 1—$5.00 monthly: 
12 display cards ... 6 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 2—$4.00 monthly: 
8 display cards... 4 holders... 
100 blank harmonizing price tickets 


SERVICE NO. 3—$3.00 monthly: 
6 display cards ... 2 holders... 
50 blank harmonizing price tickets 


SERVICE NO. 4—$2.25 monthly: 
4 display cards... 2 holders... 
50 blank harmonizing price tickets 


COUPON 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, IIl. 


Please enter our order for the Recorder “Selling 
Message,” beginning with September, for card service | 
Nae ccnsctes , for one year, consisting of......... card ‘ 
holders (with the first month’s service), ........ cards} 
GND conduc blank tickets each month—OR—......... ' 
IMPRINTED tickets at 35¢ per fifty, additional, for | 
which we will pay $....... per year, payable $....... 
per month. For cash in advance, full year’s service, ; 
5% discount. Checks from foreign subscribers must 
be drawn on United States banks, or include exchange. | 
(If for any unforeseen reason we wish to discontinue ! 
service before expiration of order, we agree to pay 
$1.00 per month additional for each month’s service! 
delivered, and agree to return the card holders.) ‘ 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 


POrEe eee Sere » eee , ee eer ree 
SiGe NGM a ed BoE e i helcer orcs eee Sd ta wereeaced 
1) AOE EEE CECT T TCT T ET TCE CT TTT 
aR Coo oo sos itedaue Head eddielacceiceredeavewsed 
CM eo bscd cdtetecbalececees tC PECECT CEL CTT CCTC 
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CLAWIFIED ann WANT. AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


. . * 

















SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 








Missouri and Southern Illinois, 





line. 





WANTE D-slesmen—States 


Kansas and Arkansas, Michigan, Indiana, to sell short 
in-stock line women’s popular priced novelties on commission. 
perience and give list of customers sold. Can be sold with non-competitive 


HANNAHSONS SHOE COMPANY 


State ex- 


Haverhill, Massachusetts 








ALESMAN — Strictly | Commission. For 

northern New York, to handle major line 
Rubber and Canvas Footwear full time or as 
non-conflicting side line. State line now carry- 
ing, counties covered and if by car. Full 
information and references in first letter. Ad- 
dress D-838, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





ALESMAN to carry popular anes line of 








LINE WANTED 


BY. experienced salesman with fine following 
in Wisconsin, Iowa, Minnesota and Ne- 
braska. Not only can sell ’em but know how 
to style ’em. Women’s line preferred. Address 
D-836, care Boot & Shoe Recorder, 209 So. 
State Street, Chicago, II. 








house slippers as sie line; libera 
sion. Write Value Slipper Co., 5009 8th Ave., 
Brocklyn, N. Y. 





SHOE salesmen, to handle a line of new spe- 
cialty suede shoe brush as side line, excellent 
and fast selling fall item, carry samples in 
your pocket; commission basis; state references 
and territory in first letter. Address D-839, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





GENERAL SHOE LINE WANTED for 
states of New Mexico and Arizona. Six 
years’ experience in these two states. Excellent 
large following. Can sell $75,000 to $125,000 
yearly. Only strong concerns, willing to fur- 
nish weekly drawing accounts, considered. No 
others need answer this. Address D-842, care 
Boct & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 














POSITION WANTED 


POSITION WANTED 








SHOE NEWS 
REAL SHOE MAN WANTS REAL JOB 


Successful operator of high grade shoe department will be at liberty after 
Sept. Ist to talk with some good outfit relative to making a connection. 

Due to liquidation of business, where shoe dept. was leased, present business 
closed. Have shown a good profit for past seven years as buyer and manager 
for my owners. Am 36 years old, and have I? years successful retail shoe experience 
in Texas. Will go anywhere a satisfactory opening is offered. Have the best of 
references from the few people with whom | have worked. 


Jake Minchen, care of Krupp & Tuffly Shoe Co., Houston, Texas 


COMPETENT young man wishes position. 
Fourteen years’ experience in manufactur- 
ing, designing, and retailing men’s shoes. 
Guarantee results. References. Address D-841, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





ETAIL shoe salesman, ege 35, 15 years, 

experience selling ladies’, children’s and 
men’s shoes. Can furnish Al references to 
honesty and character. Will start at small 
salary. Maurice M. Finker, 600 West 164th 
Street, N. Y. C., c/o Young. 








WANTED TO PURCHASE 








POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Dock 4-0352 
—BUY FOR CASH— 
entire or surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidential 








Buyers of Surplus Stocks 
We will buy. surplus er entire stocks of shees 
frem menufaeturers, jebbers or retailers. 
QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5377 and 5378 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 

IRVIN BUBIN 

“The House of Jobe”’ 


88 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 























CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication “4 


Minimum charge 
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BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 


BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn b 
income in service fees. A new system 0) 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











FOR LEASE 





SPACE for men’s shoe department in one 
hundred per cent location central Pennsyl- 
vania, now featuring women’s shoes. Address 
D-840, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








LINE WANTED 


ALESMAN, covering New York and Conn. 

for past 5 years, desires a line of men’s, 
women’s and children’s popular priced shoes. 
Best references furnished. Address D-843, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 











HOTELS 








Convenient to the Shoe District 





The NEW 


TOURAINE 


Corner Tremont at Boylston St. 





% Newly improved and 
refurnished. 


% Now restored among 
Boston’s leading hotels. 
with bath 


SIN GLE from $3.00 
DOUBLE ““j..m $4.50 





* New Summer Restaurant. 
Dinner and Supper Danc- 
ing. Garage Service. 
Choice Sample Rooms. 





Emile F. Coulon, Louis P. LaFranche, 
President Treasurer 





New Store in L. A. 


Los ANGELES, CAL.—Reeve’s Shoe 
Store is the name of a new store 
opened at 553 S. Broadway by I. 
Pritsker and I. Seletz, owners of the 
National Shoe Company, Ltd., and 
Morris Mandel has been named man- 
ager. The store which deals in pop- 
ular price merchandise has a new mod- 








Boston 


course of instruction. 


clinics. 


Write for catalogue to 


473 BEACON STREET, 
* 





* ID DLESEX SCHOOL or PODIATRY 
A Department of the Middlesex Medical College 


Podiatry is the only uncrowded profession. 
services of qualified chiropodists is universal. 
The Middlesex School of Podiatry offers the standard three years 


Students enjoy the facilities of a fully equipped medical school 
with university and hospital affiliations. 
Practical training is amply provided in large dispensary and hospital 


The school is coeducational and a high school education or its 
equivalent is required for admission. 


HIRAM B. DONALDSON, Dean 


MIDDLESEX SCHOOL or PODIATRY 


* 


Waltham 
The demand for the 


BOSTON, MASSACHUSETTS 
* 




















HOTELS 








uv St. Louts tts 
Cy Cal | 


81H & ST.CHARLE 


‘91H & WASHINGTON 


$250 andup 





In New York. a hotel 
-.moderate in price 
and convenient 





FIREPLACE IN po alisians 
@ Moderate in price...an ideal place to 
stay in New York. Single from $1.50. 
Double from $2.50. Weekly rates. 
@ Convenient...in the center of the 
shopping district, one block from Fifth 
Avenue and Penn. Station. 
@ Good food...you’ll enjoy our meals 
prepared by women cooks...only fresh 
vegetables used...home baked pastry. 
@ We will gladly send you on request 
an illustrated descriptive booklet with 
a beautiful map of New York City. 


I. M. WIESE 
Manager 


Herald Square 


116 WEST 34th STREET - (Opposite Macy's) 
NEW YORK 











ern front, all new furniture and fix-|concession formerly held in 


tures, and has a hosiery and lingerie 
concession. Forty-six chairs are in 
use. 


Moss 
hosiery and lingerie shop at the same 
location, the latter shop having been 


The store is the outgrowth of a! discontinued. 
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Our Advertisers In This Issue 





Next Week 


HELVING and cartons in plain sight? 

Or parlor shoe stores, “a la salon,” 
with smoking room just around the corner? 
That's the question in the minds of many 
shoe merchants in these days, when 
“modernization” plans are being advo- 
cated, both as a stimulus to shoe selling 
and an aid to employment and recovery. 
Is it better to follow the recent trend toward 
decorative interiors, or is there after all a 
certain virtue in having a shoe store look 
the part? Murray C. French analyzes the 
problem in his own inimitable way in one 
of next week's feature articles. 


“Fall Selling Demands Showmanship” is 
the intriguing title of another timely fea- 
tured scheduled for our September 8th 
issue. It shows the part that advertising 
and displays should play in dramatizing 
Fall promotions. Right now selling more 
Fall shoes is the main objective of every 
store, and here's a brass tacks story that 
tells you how to do it. 
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RECORDER PUBLISHING CO. 
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BOOTS AND SHOES 


AIR-O-PEDIC SHOE CO., Brockton, Mass 

BROWN SHOE COMPANY, St. Louis, Mo......... 

CARLISLE SHOE CO., New York City 

CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.. 

COLT-CROMWELL CO., INC., New York City ; 

CONNELL, J. M., SHOE CO., So. Braintree,, Mass............. 

CURTIS SHOE CO., INC., Marlboro, Mass 

EDWARDS, J., & CO., Philadelphia, Pa..................... 

EVANS’ SON, L. B., CO., Wakefield, Mass..... hah Rea a : 49 
GREEN, DANIEL, COMPANY, Dolgeville, DG oo. 0k ons eusiek Cae 2nd Cover 
HANNAHSONS SHOE CO., Haverhill, Mass.. ee ee 
IDEAL BABY SHOE CO., Danvers, Mass wre 

JUSTIN, H. J., & SONS, INC., Fort Worth, Tex.................... ote: 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind............... 
ORTHOPEDIC SHOES, INC., New York City 

ROBERTS, JOHNSON & RAND, St. Louis, Mo. 

ROHN SHOE MFG. CO., Milwaukee, Wis........ 

SELBY SHOE COMPANY, Portsmouth, O...... 

SWAN SHOE CO., Baltimore, Md 

TEEPLE SHOE CO., Waupun, Wis S eae 

UNITED STATES RUBBER CO., New York City................ 

VAUGHAN TOWLE CO., Wakefield, Mass. Sa ae 

VITALITY SHOE CO., St. Louis, Mo 

WRIGHT, E. T., & CO., INC., Rockland, Mees. 


. 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Standard Kid Div., Boston, Mass 
COLONIAL TANNING CO., Boston, Mass 
PANTHER-PANCO CO., Chelsea, Mass 
SHAPIRO, SAMUEL, New York City............ 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BOSTON BLACKING & CHEMICAL CO., Cambridge, Mass............ 
DU PONT VISCOLOID CO., New York City 

UNITED LAST COMPANY, Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass 


SHOE ACCESSORIES 


JOHNSON PRODUCTS, INC., Indianapolis, Ind 
RICHARD PAUL, INC., Los Angeles, Cal 
SIMPLEX SHOE TREE CO., Chicago, Ill 
WALK-EZE, New York City 

WILLIAMS MFG. CO., Portsmouth, O 


STORE EQUIPMENT 
SHOE FORM CO., Auburn, N. Y 


MISCELLANEOUS 


HOTEL GOVERNOR CLINTON, New York City.................... 
HOTEL HERALD SQUARE, New York City 

HOTELS MAYFAIR-LENNOX, St. Louis, Mo 

HOTEL SECOR, Toledo, O 

HOTEL TOURAINE, Boston, Mass 

KIRSCH-BLACHER CO., INC., New York City 

MASSACHUSETTS SCHOOL OF PODIATRY, Boston, Mass.... 
POSTER & DEUTSCH, New York City 

RUBIN, IRVING, New York City 

STEPHENSON LABORATORY, Boston, Mass... 











